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Rough Proofs 


Raymond Rubicam told a Chicago 
audience the story of the sewer con- 
tractor who changed his “Danger” 
sign to read, “Go Slow—Death Is So 
Permanent!” 

“That sewer contractor,” Mr. Rubi- 
cam said, “should have been a copy- 
writer, just as there are a lot of peo- 
ple writing copy for advertisements 
who should be digging sewers.” 

In the interest of peace and har- 
mony in the advertising business, I 
hope that Mr. Rubicam stops right 


there. 


“Colgate’s has never claimed to 
cure pyorrhea, to permanently cor- 
rect an acid condition of the mouth.” 

A bold bid for the split-infinitive 
market. 

+ 

And that reminds me of the cloth- 
ing manufacturer who had employed 
a Harvard boy to correct the mis- 
takes in his sales letters. In one of 
them a split infinitive was pointed 
out, the error explained. A few days 
later the boss called in his literary 
assistant, and read to him the fol- 
lowing sentence from a letter he had 
just written: 

“Our goods ain’t beat noways for 
style and finish.” 

“Is dot a split infinitive?” he in- 
quired anxiously. 

+. 


* * 


The decoration on the window-sill 
combines flawlessly with the smok- 
ing set.” - Hupmobile advertisement 

And if it didn’t, wouldn’t you be 


terribly annoyed? 


O. H. Cheney, the famous New 
York banker, says that what this 
country needs most is not a five-cent 
seegar, as Mark Twain and Tom 
Marshall insisted, but a $1.75 bill. 

In other words, an elastic currency. 

* 

Knute Rockne boosts the bicycle 
“for general, all-round, health-mak- 
ing, invigorating, stimulating, muscle- 
building, lung-expanding, tissue- 
strengthening exercise.” 

And if he’d thought of anything 
else, he’d have said so. 

+ * * 

Did you know that Charles Higham, 
now Sir Charles Higham of Lon- 
don, started his advertising career 
twenty years ago as salesman for a 
theater curtain outfit in Brooklyn? 
After a bitter struggle to sell signs 
on theater curtains to advertisers 
who didn’t want them, he resigned. 
(One story says that he was fired, 
but I wouldn’t mention that.) Now 
he has won fame and fortune in 
Britain. Do you suppose he ever 
suggests to his clients the value of 
advertisements placed on good old 
reliable theater curtains? 

* * 

“Steelart is social furniture.” 

In the same class with the park 
bench or the rocking-chair on the 
front porch? 

* * 

“Kills 200,000,000 germs in fifteen 
seconds.” 

And if you don’t believe it, count 
‘em yourself. 


* 


* * 


Mme. Alda, who is part of the ad- 
Vertising field at present because she 
is singing grand opera for one of the 
Tadio chain broadcasts, at so much 
Per broadcast, admits in an interview 
that the greatly increased remunera- 
tion has something to do with her 
enjoyment of the experience. 

Lady, we believe you. 

* * * 
’ Masonite is described as “strong 
and dense, with a _ beautiful but 
Smooth surface.” 

Sounds like the 1930 variation of 
“beautiful but dumb.” 


Copy Cun. 


DEATH OF BOK 
WILL NOT HALT 
HARVARD AWARD 


“Classic of Advertising” on 


Permanent Basis 


Boston, Jan. 15.—Assurance that 
the Harvard Advertising Awards 
will be continued, as planned by the 
late Edward W. Bok, who founded 
them in 1923, was given today by the 
Harvard Business School, which is 
administering the awards. Mr. Bok 
died in Florida January 9, as re- 
ported in the January 11 issue of 
ADVERTISING AGE. 

While it was understood that Mr 
Bok had been so favorably impressed 
with the results of the awards during 
the first five years, the trial period 
which had been established, that he 
had decided to make the plan perma- 
nent, it was not definitely known 
until the announcement today that 
the death of the founder would not 
in any way interrupt the annual con- 
ferring of the distinctions involved 
in the awards. They have become 
the classic of advertising. 


Awards Are Permanent 


Neil H. Borden, associate prufex}; 


sor of marketing at the Harvard 
Graduate School of Business Admin- 
istration, was authority for the state- 
ment that the Harvard Advertising 
Awards are on a permanent basis. 


“It goes without saying,’ he said, 
“that we were all sorry; to learn of 
the death of Mr. Bok, who has done 
so much for advertising through the 
establishment of the Harvard Ad@ver- 
tising Awards. However, his death 
will not affect the administration of 
the awards.” 


The meeting of the jury to deter- 
mine the winner of the awards for 
1929 will be held in Cambridge early 
next month, and the announcement 
of the prizes will be made shortly 
thereafter. 


The formal announcement of the 
1929 awards contained much of inter- 
est from the standpoint of their per- 
manence. 


Plan Behind Awards 


“In 1923, Edward W. Bok estab- 
lished in the Harvard Business 
School this series of awards, it was 
stated, in the belief that higher stand- 
ards of effort in the planning and 
execution of advertising might be 
stimulated thereby. Such a scheme 
of awards was thought to afford not 
only an_ educational opportunity 
through the focusing of public atten- 
tion upon advertising of excellence, 
but also a means of encouraging ad- 
vertising workers through the recog- 
nition given to work well done—work 
ordinarily carried on in anonymity, 
though presented far and wide before 
the world. 

“It was understood between Mr. Bok 
and the officers of Harvard University 
that the first five years of the awards 
should be a probationary period to 
test the soundness and practicability 
of the conception. Now, after this 


experimental term, the awards are} 


continued in the firm conviction of 


the founder and of the school that 


they have proved themselves as a 
means of encouraging merit and stim- 
ulating improvement in a field which 


has great possibilities of service to) 


the community, but one which is 
fraught with danger of wasteful and 
unsocial expenditure when indiffer- 
ently or unsoundly employed.” 


Establishes 


The American Medical Association, 
the most powerful professional body 
in the world, 
with a member- 
ship composed of 
97,000 practicing 
physicians of the 
United States, 
has taken a step 
of vital interest 
to food adver- 
tisers through the 
establishment of 
a Committee on 
Foods. 

The A. M. A. 
is setting up ma- 


Morris Fishbein 


;|chinery which will enable any manu- 


facturer with a product having a 
health appeal to get the official o. k. 
of this great organization of medical 
men. At the same time jit will re- 
port on foods which have been re- 
jected as not having the qualities 
advertised. 

The association is frankly invad- 
ing the food field because of what it 
regards as misrepresentation of 
these products in advertising to the 
public. It stated in its Journal, in 
an editorial writien by Dr. Morris 
Fishbein,, the Ores ty thet ie fag 
fictd has been “mired in a morass f 
hokum and folly.” 


How It Will Work 


The Committee on Foods will oper- 
ate as a division of the Council on 
Pharmacy and Chemistry of the asso- 
ciation, which has been a great fac- 
tor in the manufacttire of pharmaceu- 
ticals and medicines through its re- 
quirements for approval. The new 
committee will examine not only the 
product itself, but all of the advertis- 


American Medical Ass'n 


Committee 


to O.K.Food Advertising 


ing material which is used in its be- 
half. Hence, in effect, the new plan 
will involve a scientific supervision 
of advertising—the first time in his- 
tory that products offered to the gen- 


Emblem which will 
be used in the adver- 
tising of accepted 
products. 


pULEPTED 


eral public have been protected from 
advertising misrepresentation in this 
way. 

The association is preparing to an- 
nounce its first list of products which 
have been examined by the commit- 
tee and have been approved. Manu- 
facturers who win official approval 
will be authorized to use the insignia 
of the A. M. A. committee, both on 
their labels and in their advertising, 
so that medical endorsement may be- 
come a great factor in food merchan- 
| disine. 

Dr. Fishbein’ téld Apvertisinc AcE 
that the new plan has been welcomed 
by food manufacturers and advertis- 
ing agencies handling food accounts. 


New Plan Welcomed 
“We have been accorded complete 
co-operation by the leading manufac- 
turers,” he said, “and more than 100 
products have been submitted to the 
Committee on Foods for examination. 
We shall begin to publish the names 
(Continued on Page 11) 


General Motors 
Makes Changes in 


Publicity Set-Up 


Detroit, Jan. 17.—An important 
change in the advertising set-up of 
the General Motors Corporation has 
been made, under which the institu- 
tional advertising committee will 
cease to function. 

The company’s institutional adver- 
tising will now be handled by the 
sales and advertising division, under 
the direction of P. Wesley Combs, 
manager of the advertising section. 

The sales and advertising division 
is headed by B. G. Koether, director 
of sales and advertising, and secre- 
tary of the sales and advertising 
committee. R. H. Grant, vice-presi- 
dent in charge of sales, is chairman 
of this committee. 

On the defunct institutional adver- 
tising committee were Vice-Presi- 
dent W. S. Swain, who was chair- 
man; Mr. Grant, and President Al- 
fred J. Sloan. 

Verne Burnett, who was secretary 
of the advertising committee of the 
General Motors Corporation, has re- 
tired to his home in Birmingham, 
following his resignation. ‘He will 
devote his energies to the production 
of fiction. 

R. R. Endicott, torasibiy. in the in- 
stitutional advertising department, 
has been transferred to the sales 
and advertising department. Gordon 
Kingsbury, who was a member of the 
institutional advertising committee, 
has resigned to join Young & Ru- 
bicam, New York advertising agency. 


Edward Tucker has resigned from 
the General Motors advertising de- 
partment to join the Detroit sales 
force of the Scripps-Howard newspa- 
pers. 

Truman F. Campbell, who has been 
in the sales promotion department of 
the Cadillac Motor Car Company, has 
.been appointed assistant director of 
advertising jf that company. He 
succeeds David R. Erwin, who has 
joined the advertising department of 
the General Motors as Corpora- 
tion. 


Advertising Federation 

Will Meet in Washington 

New York, Jan. 17.~~The Advertis- 
ing Federation of America has se- 
lected Washington. D. C., as_ the 
place for its 1930 convention city, 
Cc. C. Younggreen of Milwaukee, 
president of the Federation, an- 
nounced following a meeting of the 
Board of Directors here. The dates 
are May 18 to 21 inclusive. 


“This will be our twenty-sixth an- 
nual convention,’ said Mr. Young- 
green, “but it will be the first time 
the combined advertising interests of 
the North American continent as 
represented in the Federation have 
ever met in the capital city of the 
United States. This year, we will 
devote our attention to the problems 
of increased profits through more 
effective advertising as they exist 
here at home.” 

Invitations were received from 
many cities, including those as far 
apart as Toronto and Mexico City. 
The Government and the Advertising 
Club. of Washington will take an ac- 
tive part. in the convention. 


PRESS STANDS 
PAT IN FIGHT 
ABOUT RATES 


Pittsburgh Stores Back in 
Post-Gazette 


Pittsburgh, Jan. 17.—The disagree- 
ment between the Retail Merchants’ 
Association of Pittsburgh and the 
Pittsburgh Post-Gazette and the Pitts- 
burgh Press, which resulted in the 
withdrawal of the advertising of 11 
leading department stores, has been 
settled in part. 

All of the 11 advertisers are back 
in the Post-Gazette. Only two have 
returned to the columns of the Pitts- 
burgh Press. Both sides appear to 
be standing pat. Frank T. Carroll, 
business manager and advertising di- 
rector of the Press, told ADVERTISING 
AGE that the rates of the Press, as at 
present constituted, are “eminently 
fair,” and that the other stores will 
be welcomed whenever they decide to 
return. 


National Advertisers Interested. 


The situation here has attracted 
national attention. In the past, ad- 
vertising space in any medium has’ 
usually been bought or left alone, ac- 
cording to the merits of the proposi- 
tion, as adjudgeu by the individual ~ 
advertiser. In this case, however, the 
medium was regarded as almost in- 
dispensable by the advertisers, who 
accordingly combined to present their 
claims to the publishers. It is said 
that this is the first case of the kind 
on record. 

In the case of the Press, a Scripps- 
Howard newspaper, the stores are 
asking for a lower minimum rate on 
contracts in excess of 600,000 lines, 
upon which the present minimum 
rate is based. 

The minimum rate, the Retail Mer- 
chants’ Association said, should be 
based on 1,200,000 lines, and should 
be three cents lower than the pres- 
ent charge. 

Mr. Carroll pointed out that only 
a few of the members of the Retail 
Merchants’ Association would profit 
from such a change. 


Merchants Submit Card. 


“Further,” he told ADVERTISING 
Acer, “tle Retail Merchants’ Associa- 
tion presented to us a_ proposed 
schedule of rates which would bene- 
fit the largest advertisers among its 
membership, but would penalize the 
small stores using a relatively small 
amount of space.” 

This proposed rate card was repu- 
diated by the Press. 

The disagreement between the Re- 
tail Merchants’ Association and the 
Post-Gazette, now settled, hinged on 
a clause in the contract requiring a 
certain minimum daily space to be 
taken. The merchants pointed out 
that weather and other conditions 
determine the amount of advertising 
which can be used profitably, and 
that the minimum requiréments were 
too high. 

The fact that nearly all of the 
members of the Retail Merchants’ As- 
sociation are back in the Post-Ga- 
zette is taken to mean that the 
newspaper lent a sympathetic ear to 
their plea. 


Humm Enters Sales 


Albert W. Humm, who has been 
advertising manager of the Standard 
Gas & Equipment Co., New York, has 
transferred to .the sales department 
of that company. He has been suc- 
ceeded by A. W. Jones, who has been 
assistant advertising manager. 


3 sh 
cna a 
- 
ee 
| | 
- i oth dais £ | » 
- 
a 
—_—_s = _ 
| es 
P 
\ 
— | 
| . 
es | 
| ——— 
| 
a TO@€£OFO€ Or0EENOnw0WNM 


Chicago World’s Fair 


Answers Criticism of 
Advertising Program 


Following an address before the 
Chicago Advertising Council January 
16 by Maj. Lenox R. Lohr, general 
manager of the Chicago World’s Fair 
for 1933, in which he outlined the 
plans for the exposition, Homer J. 
Buckley, chairman of the committee 
on public information for the fair, 
made a statement regarding its ad- 
vertising and publicity program. 

Mr. Buckley and his committee 
have been severely criticised because 
of the report that they expected to 
ask hotels, railroads and others in- 
terested in bringing people to the 
fair to include advertising of it in 
their own copy. Printers’ Ink went 
so far as to assert that the commit- 
tee would be “panhandling advertis- 
ing.” 

Mr. Buckley's statement is a direct 
answer to the criticisms, indicating 
that paid advertising will be used 
along with news publicity, and that 
radio, moving pictures and other 
avenues for publicity will be em- 
ployed by them with other recog- 
nized mediums. 

His statement is as follows: 

“The committee on public informa- 
tion has a new kind of world enter- 
prise to sell to Chicago and to all 
nations. Chicago will present to the 
world in 1933 an exposition of a cen- 
tury of progress, of economic, indus- 
trial, commercial, educational and 
spiritual advancement. 

“For part of this show science is 
to be put on the open stage to dis- 
close her processes rather than her 
products. Science and art in action 
will have the center of the stage. 

“The committee on public informa- 
tion will employ all the known me- 


diums of advertising and promotion, 
which will include a budget for paid 
advertising that will largely be used 
during the eighteen months imme- 
diately preceding the opening of the 
exposition. 

“In the meantime, however, na- 
tional and international bureaus for 
news and publicity are being created. 


Homer J. Buckley 


Radio hook-ups, properly extended, 
reach at least half of the people of 
this country at one time. The silver 
screen reaches more than 40,000,000 
people daily. 

“My personal experiences in Eu- 
rope during the past summer prove 
that all the great avenues of public- 
ity abroad are open to us.” 


Form Permanent 


Body to Select 


Best 


New York, Jan. 17.—The National 
Board of Legible Type Faces for 
Advertising Purposes was organized 
as a permanent body at a meeting 
here yesterday. E. M. Diamant, of 
the Advertising Typographers of 
America, was elected chairman, with 
E. G. Johnson, J. M. Bundscho Com- 
pany, Chicago, as vice-chairman. 

W. B. Braithwaite, Division of 
Simplification, Bureau of Standards, 
Washington, told the members that 
his department would co-operate to 
the fullest measure in the plan io 
eliminate from advertising type faces 
that hinder legible reading and to 
select the best. 

The Board divided type faces into 
three groups: types of good design, 
those of only temporary life, and 
those that should be discarded. Its 
primary effort will be to eliminate 
the last two classifications. A gen- 
eral meeting of the National Board 
will be held in February. 

The Board reported that a remark- 
able increase in the number of type 


Type Faces 


faces has been recorded in the last 
three years. Many of these have no 
excuse for existence, it was asserted 
and their elimination will be a boon 
to advertisers, agencies, printers and 
many others. 


Beecher-Maxwell 
Change Name 
Beecher-Maxwell, Inc., St. Louis, 


announces a change of name to 
Beecher-Cale-Maxwell, Inc., with the 
acquisition of Algernon S. 
vice-president. Mr. Cale was for- 
merly vice-president of the D’Arcy 
Advertising Company, in charge of 
its Atlanta office. 


Opens Commercial Studio 


T. J. Villeneuve, who for the past 
five years has been connected with the 
Service Engraving Company, of De- 
troit, has opened a commercial art 
studio in connection with the Art 
Printing Plate Company. Mr. Ville- 
neuve previously conducted an adver- 
tising agency in Windsor, Ontario. 


Cale as| 


ADVERTISING AGE 


DIFFERENTIAL 
ON RATES TOPIC 
IN CALIFORNIA 


Newspapers Pay Respects to 
“Bootleg” Advertising 


Long Beach, Cal., Jan. 16.—Ani- 
mated and at times almost acrimo- 
nious, discussion was produced by 
the topic: “National-Local Rate Dif- 
ferential,” introduced to the forty- 
second annual convention of the Cali- 
fornia Newspaper Publishers’ Asso- 
ciation, held at the Breakers Hotel, 
January 10 and 11. Advertising 
agencies which place national copy 
were the recipients of verbal brick- 
bats or bouquets, depending upon 
whether the missile was thrown by a 
publisher inspired by old-time tradi- 
tion or new-time hope. 

The topic was introduced by Robert 
P. Holliday, of the Santa Monica 
Outlook, who instanced the age-old 
method of many publishers of mak- 
ing a differential between what they 
termed national and local advertising, 
charging for the former a materially 
higher rate than they did for the lat- 
ter. The speaker said this had been 
the cause of a great deal of dissatis- 
faction in the publishing business 
and unless some logical solution of 
the problem could be reached still 
more confusion would ensue. 


Radio Methods Scored 

The speaker instanced in particu- 
lar real estate, automobile, and radio 
advertising, the last named being es- 
pecially annoying. He gave as a rea- 
son for this the introduction of what 
he called “boot-legging’ methods 
whereby the manufacturer furnishes 
mats to his local dealer representa- 
tive, who in turn demands from the 
paper the lower rate commonly given 
to local advertisers upon the assump- 
tien tha$ inasmfieers ke was instru- 
mental in placing the particular ad- 
vertising he should be entitled to thes 
same rate paid by other local adver- 
tisers. 

Mr. Holliday said that as far as the 
Outlook was concerned the situation 
has been met by raising all local real 
estate and automobile advertising 
rates to the national basis, but he 
admitted that up to date it has been 
impossible to do this with radio. His 
objection to the current methods as 
respected radio was that by accepting 
this advertising, which clearly should 
be classified as national, at the local 
rate, the agencies were ignored and 
the manufacturer permitted to get 
his advertising at a lesser rate than 
if it came direct from an agency. 

The speaker then asked this ques- 
tion: Shall the newspapers permit 
agencies to be ignored by accepting 
national advertising directly or indi- 
rectly from manufacturers who want 
the local rate? 

He was of the personal opinion 
that if they did, sooner or later the 
agencies would lose interest in the 
newspapers. He concluded by saying 
that as far as his paper was con- 
cerned radio presents the greatest 
problem and that in some way the 
rate for radio advertising must be 
raised to the national basis. 

Two Attitudes Described 

Mr. Holliday’s introduction of this 

topic provided the occasion for a dis- 


See Section 45 Standard 
Rate & Data for details 


and rates. 


Give competition less time 
to compete — 


File the Right Kind of 
Catalogue in SWEET’S 


and it will be used before your com- 
petition knows that the buyer WAS 
ready to buy. 


New York Agent 
Meets Violent Death 


New York, Jan. 17.—Frank 
D. Austin, president of La 
Porte & Austin, Inc., local ad- 
vertising agency, was found 
dead in his room at the Hotel 
New Yorker Wednesday night. 
His throat had been slashed 
with a straight razor, which 
lay beside his body. 

Mr. Austin was 36 years old. 
He established the agency in 
1918. 


cussion of the relationship between 
advertising agencies and newspapers. 
Individual publishers described their 
attitude toward the agencies, bring- 
ing out clearly the schism between 
the old-timers who always had 
viewed agencies with suspicion and 
more or less veiled hostility and the 
newer contingent who desire to work 
in harmonious conjunction with them. 

The modern attitude was expressed 
by Martin Jensen, business and ad- 
vertising manager of the Ventura 
County Star. Mr. Jensen began by 
admitting that certain types of copy 
are valuable as circulation builders 
for a newspaper, but, if such copy 
was taken at a lesser rate than other 
copy, it should be regarded as a cir- 
culation expense. Mr. Jensen con- 
tended that there is no such thing as 
a distinction between national and 
local advertising, that to claim such 
a distinction is to base an argument 
upon false premises. 

The debate was summed up in 
the report of the resolutions com- 
mittee: 

Be it resolved by the California 
Newspaper Publishers’ Association, 
that the executive committee name a 
committee to confer with representa- 
tives of Pacific Coast advertising 
agencies on the problem of national- 
local rate differental, the findings on 
the question to be referred back to 
the 1931 convention in order that a 
definite rate policy may be adopted. 


Stevens Relates 
Results of Tests 
With Magazines 


Boston, Jan. 17.—Cyrus T. Stevens, 
advertising manager of the Phoenix 
Mutual Life Insurance Company, in 
a talk before the Advertsing Club of 
Boston, told why his company select- 
ed magazines for its advertising 
campaign. 

He gave the following reasons: 

1, because of the better appearance 
of the copy and better display of 
the illustrations; 2, because of the 
type of reader to whom the advertis- 
ing went; 3, on account of the long 
life of the magazines. 

Confirmation of the third point was 
found in the fact that 40 per cent of 
the replies from weekly magazines 
came in the first month, 25 per cent 
the second month, 10 per cent in the 
third month and 7 per cent the fourth 
month. The remaining 18 per cent 
of replies straggled in over a period 
of six months to a year. 

In monthly magazines the company 
found that 10 per cent of the replies 
came in the first month, and 73 per 
cent in the next four months, with 
the remaining 17 per cent arriving 
from one year to 22 months later. 


Heads Graybar Electric 


Advertising Department 
Don M. Julien has been appointed 
advertising manager of the Graybar 
Electric Company, of New York, 
world’s largest distributor of elec- 
trical merchandise. 

Mr. Julien graduated from De 
Pauw University in 1916, joining the 
Chicago office of the Western Electric 
Company immediately thereafter. He 
inherited the editorship of the local 
house organ and later was taken into 
the advertising department. 

In 1924, Mr. Julien became assist- 
ant service manager of the Chicago 
office. When the Graybar Electric 
Company was organized a year later 
to take over the distribution of West- 
ern Electric products, Mr. Julien was 
made assistant advertising manager 


and transferred to New York. 


January 18, 1930 


Business Papers 
Meet in Chicago; 
Howson Presides 


The Associated Business Papers, 
Inc., held a series of zone meetings in 
Chicago, January 13-15, the first held 
in the Chicago district since the plan 
of zone organization was adopted by 
the A. B. P. at the suggestion of 
President C. A. Musselman, who is 
president of the Chilton Class Jour- 
nal Company, of Philadelphia. 

A number of directors and mem- 
bers of the association came to Chi- 
cago from the East and elsewhere, 
for the purpose of assisting in the 
zone organization work. Among 
those present, besides Frederick M. 
Feiker, managing director, were Ed- 
ward A. Ahrens, president, Ahrens 
Publishing Company, New York, 
chairman of the New York zone; 
James H. McGraw, chairman, and 
Malcolm Muir, president, pf the Mc- 
Graw-Hill Publishing Company, New 
York; George H. Griffiths, Hardware 
Age, New York; J. H. Bragdon, Tez- 
tile World, New York; Everit B. Ter- 
hune, Boot and Shoe Recorder, New 
York, and John N. Nind and L. F. 
Calahan, Periodical Publishing Com- 
pany, Grand Rapids, Mich. 

E. T. Howson, Railway Age, Chi- 
cago, was chairman of the zone, and 
conducted the meetings. The first, 
held at a luncheon January 13, was 
devoted to circulation, and was at- 
tended by members of a circulation 
round table which has been active in 
Chicago for several years. Stanley 
Clague, Jr., Modern Hospital, is 
chairman. In the evening a dinner 
was held at which about fifty adver- 
tising salesmen discussed plans for 
the organization of an. association 
similar to the t. f. Club, of Cleveland. 

Tuesday a luncheon was held un- 
der the auspices of the Chicago 
Business Editors’ Association, of 
which J. L. Frazier, Inland Printer, 
is president, to discuss plans for co- 
ordination between the local and na- 
tional bodies. Tuesday evening a 
meeting was held for A. B. P. execu- 
tives, with a dinner at the Union 
League Club, and Wednesday another 
luncheon, under the auspices of the 
Chicago Business Papers’ Associa- 
tion, of which H. H. Bede, National 
Real Estate Journal, is president, 
concluded the meetings. 

President Musselman expressed 
himself as believing that the plan for 
local groups working with the head- 
quarters office of the A. B. P. in New 
York will prove successful. Other 
zone organizations are being set up 
in New York, Cleveland and Toronto. 


Clothing Policy 
Maintains Price 


Standard, Claim 


New York, Jan. 17.—Cohen, Gold- 
man & Co., New York clothing manu- 
facturers, are advertising in the 
clothing trade papers that any of the 
products made by this concern will 
be taken up at full prices. 

Officials of the company declare 
that there are no strings to this offer, 
and that the action is taken partly 
to keep retailers from selling the 
Cohen-Goldman line at reduced 
prices, and partly to assure them 
against any loss of profit in backing 
up the company’s guarantee of its 
garments. 

Whenever a garment fails to meas- 
ure up to this guarantee it is return- 
able to the dealer who sold it in 
exchange for an entirely new suit or 
coat, and in turn can be sent back 
by the dealer for full credit. That 
the policy enables the manufacturer 
to maintain a standard price at retail 
is shown by the fact that the con- 
sumer cannot purchase this line of 
clothing in any retail store at any 
time for less than the regular price, 
the company contends. 


Takes N. Y. Office 


Louis Rouleau, former advertising 
manager of the Penn Metal Com- 
pany and later a free lance agent in 
New York, has been appointed man- 
ager of the New York office of the 


P. F. O’Keefe Agency of Boston. 
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OUTDOOR MEDIUM 
INTRODUCES NEW 
MARKET SURVEYS 


Analysis of Clinton Is First 
of Series 


A new method for presenting cir- 
culation and market statistical data 
was announced informally to a num- 
ber of advertisers and advertising 
agencies when comments were asked 
by the Outdoor Advertising Associa- 
tion of America, Chicago, regarding a 
new “Standard Outdoor Advertising 
Survey” for Clinton, Iowa. 


For years the circulation factor of 
outdoor advertising has been about 
as measurable as lightning bolts. 
Claims were made which seemed un- 
founded and which were anything 
but tangible. However, if plant own- 
ers generally can be induced to ac- 
cept the association’s tentative pro- 
gram, advertising agencies and ad- 
vertisers will in due course of time 
have a complete file of data for 
every important market in America. 

Advertisers have been content to 
buy the poster medium on a low cost 
basis, assuming from individual ex- 
periences largely that the medium 
reached the people of whatever com- 
munity it purported to cover. 


Prove Circulation Claims 


Outdoor advertising men have 
been too modest, if anything, in their 
circulation claims if the Clinton sur- 
vey can be considered a criterion 
by which future surveys’ may be 
judged. The survey reports the dis- 
tribution of poster advertising signs 
in Clinton, particularly with refer- 
ence to primary streets. Stress is 
given this phase because the poster 
medium is required to cover the total 
moving population of the community. 
It is held, as a result of continual 
investigation, that the bulk of this 
circulation is to be found on primary 
streets and that at least 70 per cent 
of the panels in a plant should be 
so located, if full value is to be se 
cured from poster advertising in a 
community. 


As a means of supporting the lo- 
cations selected for illumination and 
the locations which collectively 
make up a representative showing 
sufficiently large to provide the nec- 
essary distribution, circulation counts 
of certain locations are given. A lo- 
cation may contain anywhere from 
one to five poster panels, although a 
well developed plant should not con- 
tain over 3.5 panels per location, ac- 
cording to authorities. 

In Clinton, the circulation counts 
revealed the rather surprising figure 
of 65,132 daily, or 1,953,960 monthly, 
this period being the life of a show- 
ing. In other words the actual 
counted circulation which daily 
passed by a _ representative half- 
showing in Clinton is over twice the 
actual population of the city. 


General Data Given 


Other data contained in the survey 
are manufacturing, wealth, number 
of wage earners, trade territory, 
population, banking information, 
railroads, principal industries, high- 
ways, schools, analyses of popula- 
tion, home owners, telephone and 
other public utility customers, retail 
outlet counts, classified, etc. 

The survey is furnished in folder 
form, suitable for use in regular files 
and in which other information or 
correspondence in respect to the city 
can be placed. 

A number of other surveys are in 
Process of preparation and will 
Shortly be released. 

A five-year program for the com- 
Plete redevelopment of the struc- 
tures and placement of panels by the 
Outdoor advertising industry was 
Jaunched April 1, 1926. 

This program involved an expendi- 
ture of nearly $50,000,000 over a five- 
year period, during which the struc- 
tures were to be materially changed 
as to design, size and location for 
the purpose of increasing advertis- 
ing values of the individual poster 
or painted bulletin. It resulted from 
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First Page of Clinton Survey, First 
of a Series 


the determination of the industry to 
set its house in order by a strict 
regime of self-regulation, the keynote 
for which was sounded by the then 
Secretary of Commerce, Herbert 
Hoover. 


Half of Work Completed 


To date, out of 249,241 panels 
(poster advertising) reported, 118,281 
have been relocated or redeveloped 
in accordance with the plan. This 
is 47.45 per cent of the reported to- 
tal. Some 32 per cent of the painted 
bulletins have been reported as re- 
developed. 


Competition in plant service fa- 
cilities in outdoor advertising is 
showing a marked increase in many 
sections of the country. Centers 
such as Newark, Toledo, Dallas, 
Fort Worth, Detroit, Mobile, Seattle, 
are reporting rapid development in 
competitive plant service, while in 
a number of centers, including Bos- 
ton, there are reports of plants in 
process of organization. 


Although there has been a marked 
improvement in the service offered 
by plants in these cities, it is said by 
competent observers that such a 
condition cannot be economically 
maintained for any great period of 
time and that mergers are likely to 
be the outcome in many instances. 


Utah Law Hits Advertising 


In its annual report on legislation 
affecting outdoor advertising, the 
Outdoor Advertising Association of 
America reported that but 43 bills 
were passed out of 145 introduced. 
The only bill directly detrimental to 
the industry and to manufacturers 
was that passed in Utah prohibiting 
the advertising of cigarettes and to- 
bacco. 


Square foot tax bills seeking to 
place a tax on the square footage of 
the advertising surface of poster 
panels and painted bulletins were de- 
feated in twelve states on the ground 
that such legislation not only consti- 
tuted double taxation but placed un- 
necessary restraint on an important 
means of marketing manufactured 
products. 

As of January 1, 1930, there were 
over 17,000 plants operating as mem- 
bers of the Outdoor Advertising Asso- 
ciation of America, Inc. 


Beer Goes on the Air 


Montreal, Jan. 17.—National Brew- 
eries Ltd., which recently began 
broadcasting the merits of Dow Old 
Stock Ale over the radio stations of 
Quebec, is receiving a number of let- 
ters from the United States acknowl- 
edging receipt of the Old Stock pro- 
grams and expressing regret that the 
listeners are unable to patronize the 
company. 

The Province of Quebec is the one 
oasis in North America for the adver- 
tiser of spirituous beverages. To the 
West of Quebec is Ontario, as moist 
as Quebec, but with a_ provincial 
liquor commission which has placed 
a ban on liquor advertising of all 
kinds. To the East lie the Maritime 
provinces, some of which are wet 
and some dry, but all are unanimous 
in their antagonism to liquor adver- 
tising. To the South is the United 
States. 


“The result of all this is that any 
advertising we do over the radio has 
to be done through Quebec stations,” 
said F. E. Scott, of Stevenson & Scott 
Ltd., Montreal agency handling the 
account. ‘As there are only two im- 
portant stations, we utilize both al- 
ternately. Our schedule calls for 
three hours a week of broadcasting 
for four months. 


ADVERTISING AGE 


EMPLOY WOMEN 
TO SELL TOILET 
PREPARATIONS 


Helena Rubinstein Building. Up 
Feminine Sales Staff 


New York, Jan. 17.—Believing that 
women are the logical sales repre- 
sentatives for a manufacturer of 
beauty preparations, Helena Rubin- 
stein, Inc., is gradually building up a 
sales organization of women to con- 
tact retailers. This tendency, noted 
by Drug Trade News, was confirmed 
by Benjamin Hoffenstein, advertising 
manager of the company. 

The present Rubinstein sales or- 
ganization is made up of approxi- 
mafely 50 persons, of whom 35 are 
women. A year ago only 25 were 
feminine, a 20 per cent increase be- 
ing made during 1929. 

This policy will be continued in the 
future, except that the executive 
positions which have been built up 
by men will be retained by them. 

In addition to sales work, women 
will serve as instructresses in larger 
numbers than in the past, giving 
educational assistance to retailers 
throughout the country. About 500 
women are employed by the com- 
pany in all capacities. 

In spite of the policy outlined 
above, men contact retailers of the 
Rubinstein preparations in the larger 
cities, the work of saleswomen appar- 
ently being confined to the smaller 
centers. It is believed, however, that 
the responsibilities, as well as the 
number, of saleswomen will be in- 
creased. 

A report that Mme. Rubinstein had 
obtained control of the company by 
a stock purchase has been denied. In 
December, 1928, a group of bankers 
purchased 56 per cent of the com- 
pany’s stock, with the stipulation that 
Mme. Rubinstein would continue as 
active head of the business. She is 
reported to hold 44 per cent of the 
stock. 


Utilities Show Division 
of Advertising Costs 

Washington, Jan. 17—The division 
of the 1928 advertising appropriation 
of the light and power utilities was 
recently given to the Federal Trade 
Commission in behalf of William H. 
Hodge, vice-president of the Byllesby 
Engineering and Management Corpo- 
ration, Chicago, and past chairman of 
the advertising committee of the Na- 
tional Electric Light Association. 

The 1926 appropriation was _ re- 
ported at $6,200,000 and the 1928 ex- 
penditure at $8,425,230. It was 
charged that $30,000,000 a year was 
being spent in newspapers with the 
aim of influencing editorial opinion. 

The 1928 appropriation was divided 
as follows, according to Bernard F. 
Weadock, chief counsel for the util- 
ities, who represented Mr. Hodge: 

Merchandising advertising, $2,434,- 
651: newspapers, $1,722,511; direct 
mail, $237,569; outdoor and other art 
advertising, $160,736; miscellaneous, 
$313,832. 

Service building advertising, $1,- 
331,843: newspapers, $878,491; direct 
mail, $88,174; outdoor and other art 
advertising, $190,492; miscellaneous, 
$174,684. 

Good-will or institutional advertis- 
ing, $1,460,449: newspapers, $775,283; 
direct mail, $37,392; outdoor, etc., 
$166,052; miscellaneous, $481,720. 

Advertising for sale of securities, 
$290,727: newspapers, $187,624; direct 
mail, $35,581; outdoor, $7,936. 

This was summarized as follows by 
mediums: newspapers, $3,563,910; di- 
rect mail, $398,718; outdoor, $525,221; 
miscellaneous, including publications 
other than newspapers, radio, electri- 
cal signs, etc., $1,029,822; total, $5,- 
517,672. The cost of salaries, over- 
head, art and mechanical work was 
$545,815. 

In addition, the National Electric 
Light Association spent the following 
sums for advertising: 1926, $92,471; 
1927, $110,726; 1928, $105,512. 


Publish Spanish Edition 

Oral Hygiene Publications, of Pitts- 
burgh, through the recently incor- 
porated Oral Hygiene International, 
Inc., will publish a monthly edition in 
Spanish to cover the Latin-American 
dental profession. 


Senate Committee Is 
Curious About Rates 
on Radio Advertising 


Washington, Jan. 16.—In quizzing 
Federal Radio Commission Harold A. 
Lafount as to why the commission 
failed to adhere to the Davis amend- 
ment to the radio law, for the equal 
distribution of radio facilities among 
the zones and states, members of the 
Senate Committee on Interstate Com- 
merce exhibited an almost insatiable 
curiosity as to how radio works—as 
well as whom it works for. 

Senator Dill, of Washington, co- 
author of the amendment, criticized 
the Commission for “violation o* the 
intent of the law” and asked some 
leading questions about the basis for 
advertising rates. The Senator asked 
Commissioner Lafount why Station 
WOR, Newark, of only 5,000-watt 
power, receives greater compensation 
for use of its facilities than do some 
50,000-watt stations. 

Mr. Lafount said the New Jersey 
station is so situated and equipped 
that it “can reach more people than 
some of the 50,000-watt stations.” 

Questioned as to the proposal to 
impose license fees upon broadcast- 
ing stations with a view of defraying 
the cost of administering radio in the 
United States, Commissioner Lafount 
said he is not definitely opposed to 
such a system but that it would be 
extremely difficult to handle. 


A discussion of the chain program, 
and of reports of duplication of such 
programs on listeners’ dials was pre- 
cipitated by Senator Brookhart, of 
Iowa, who said that in his state a 
listener reported that he received 
the same program at 20 different 
points on his dial. 


Commissioner Lafount said few 
such complaints are received. 


“People today,” he said, “are con- 
tent to listen to stations in close 
proximity to them which offer chain 
or other programs, and do not at- 
tempt to pick up distant stations.” 


Senater Dill suggested that the 
Commission might restrict the use of 
chain programs on certain of the 
eight cleared channels assigned to 
each of the five radio zones. 


Judge Ira E. Robinson, chairman 
of the Federal Radio Commission, 
and one of the first witnesses, was 
interrogated as to conditions in the 
New York district by Senator Kean, 
of New Jersey, who wished to know 
why certain stations accredited to 
the New York quota, have their 
transmitters located in New Jersey. 
Mr. Robinson replied that the com- 
mission looks upon radio adminis- 
tration from the broad national view- 
point. 


Consumers Hit by 
Georgia Tobacco Tax 


Atlanta, Jan. 16.—More than 
16,000 dealers in cigars and 
cigarettes have been licensed 
by the state department of 
revenue to collect the new 
tobacco tax, which is imposed 
on consumers. Dealers who 
have not taken out licenses by 
February 1 will be prosecuted. 

The proceeds of the tax will 
be used to pay Confederate 
pensions. 


Protests Cause Change 
in Distribution Census 


Washington, Jan. 17.—‘‘Bitter pro- 
tests from certain industrial asso- 
ciations” have caused the Bureau of 
the Census to substitute the old ques- 
tions on production for those on 
sales of those industries in the 1930 
schedules for the Census of Distribu- 
tion, LeVerne Beales, chief statisti- 
cian for manufacturers, told the 
American Statistical Association at 
its meeting here. 

Inquiry 12 on the new schedule 
calls for a classification of sales as 
made to manufacturers, wholesalers, 
retailers and others. There are nine 
items in this inquiry, which “has 
caused more controversy than all the 
others combined,” according to Mr. 
Beales, who explained the policy of 
the Bureau of the Census as follows: 

“It believes it should ask for what 
it can undoubtedly obtain from all 
manufacturers, rather than for what 
only a part of the manufacturers 
could and would report.” 


To Boost Gas, Cigarette 
Tax 


Topeka, Kans., Jan. 17.—A special 
session of the legislature probably 
will be called by Governor Reed to 
increase the gasoline tax to four cents 
and double the present two-cent tax 
on cigarettes. Increasing the gaso- 
line tax one cent would give the 
state $3,000,000 additional revenue, 
while the new cigarette tax would 
raise an additional $700,000 per year. 

Sentiment of legislators is against 
a proposed sales tax. 


Will Represent Federation 

Portland, Ore., Jan. 16.—F. W. Le- 
Quatte, advertising manager of the 
Meredith Publications, will represent 
the Advertising Federation of Amer- 
ica at the mid-winter conference of 
the Pacific Advertising Clubs Asso- 
ciation Jan. 27-29. He will be one of 
the speakers. 


Alemite Adopts 
New Product for 
Publicity Value 


Advertising value was the primary 
consideration-with the Alemite»€or- 
poration, Chicago, in its decision just 
reached, to produce a household oil. 
This will be sold through hardware 
stores and other retail outlets. A 
conspicuous label on the package will 
feature the other Alemite lines, in- 
—" its semi-solid lubricating sys- 

em. 

Other new products of the Alemite 
Corporation are Carbo-Solve, a new 
fluid chemical carbon remover for in- 
ternal combustion engines and a new 
fluid oil for chassis lubrication. The 
former has been adopted as standard 
ere for the Chrysler automo- 

e. 

About $250,000 will be spent in ad- 
vertising it. Six pages will be run 
in The Saturday Evening Post and a 
12-shot newspaper campaign will be 
used on a national basis. A distrib- 
uting organization is being created as 
rapidly as possible. F. R. Cross is 
advertising manager of the company. 


88 Per Cent of Lost Sales 
Traced to Retail Salesmen 


Washington, Jan. 16.—Of 200 sales 
lost by a midwest department store, 
poor salesmanship accounted for 177, 
and poor store managerment for only 
23, according to an analysis by the 
Bureau of Foreign and Domestic 
Commerce. 

In the latter category, “out of 
stock” lost 17 sales; “condition of 
stock,” 5; poor merchandise,” 1. 

Here is the record of the sales 
force: ignorance of merchandise, 50 
lost sales; indifference, 30; improper 
handling of customers, 23; errors in 
address, 20; insolence to customers, 
12; customer kept waiting, 11; sales- 
man’s impatience with customer, 10; 
promise not kept, 6; unfamiliarity 
with stock, 15. 


Radio Licenses Extended 


Extension for six months of the 
licenses held by the New York Times 
and San Francisco Examiner for high 
frequency radio communication has 
been granted by the Federal Radio 
Commission. 

The New York Time’s station main- 
tains direct communication with the 
Byrd expedition in the Antarctic. The 
Ezaminer’s station, KUP, has been 
employed in communication with the 


Sir Hubert Wilkins expedition, 
among others. 
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Medical Supervision for 


Hard on the heels of the report in 
the January 11 issue of ADVERTISING 
AGE concerning the attitude of Fed- 
eral officials on the subject of food 
advertising comes the news that the 
American Medical Association has 
set up machinery for the supervision 
of this field through the approval of 
products submitted to it for test. 

The assertion of the association, 
that food advertising has _ been 
“mired in a morass of hokum and 
folly,” coupled with the announce- 
ment that leading food manufac- 
turers have been glad to avail them- 
selves of this service, must give 
pause to those of us who have been 
inclined to believe that we have been 


getting too much rather than too 
little supervision. 
Most advertisers are honest; and 


most of them write copy which is 
net intended to deceive. Yet the 
recent action of the Federal Trade 


Commission, which has _ insisted 
that much misleading advertising 


Nas been appearing, in setting up a 
committee to watch this situation, 
indicated the danger to advertising 
of the activities of a small minority 


of careless advertisers. 


ee we 


The Printers’ Five-Day Week 


The employing printers of Chicago 
have granted the latest demands of 
the typographical union, so that the 
40-hour week, meaning five days of 
toil out of seven, will soon be an ac- 
complished fact. 

Wages have been increased, so that 
the printer who works five eight-hour 
days will make more than he former- 
ly did working six days. 

It is probably unpopular to sug- 
gest that when wages are increased, 
the employer and his customers 
should receive an increase in service 
or production; yet that is the only 
economic justification. Thus far, in 
the wage increases which have been 
made regularly over a long period, 
we have never heard this idea men- 
tioned. 

Louis Flader, commissioner of the 
American Photo-Engravers’ Associa- 
tion, Chicago, was quoted in the Jan- 


Food Advertising 


The situation in the food field, 
which affects public health to such a 
degree as to justify the interest of 
both the Federal authorities and the 
medical profession, seems to need 
attention. The A. M. A., of course, 
has no official standing, and cannot 
compel any manufacturer to submit 
his product and advertising claims to 
its committee; but if the leading 
manufacturers do so, the pressure for 
the o. k. of medicine on foods claim- 
ing a health appeal will become so 
great that the association will prob- 
ably be asked to pass on many others. 

Certainly the use of scientific 
measurement of advertising claims 
in the food field is a step forward. 
The manufacturer who claims to 
have a food product of special value 
from the standpoint of vitamine con- 
tent or nutritive quality should be 
glad to have professional endorse- 
ment of his position. On the other 
hand, few publishers are in a _ posi- 
tion to make the sort of test neces- 
sary to check claims of this kind, 
and hence the official endorsement 
of the A. M. A. will relieve the situa- 
tion from their standpoint. 


uary 11 issue of ApvERTISING AGE as 
saying, “An honest, genuine effort to 
maintain production will help to sup- 
port the cause of the workers.” 

Have the workers committed them- 
selves to any such program of main- 
taining or increasing production, as 
a means of offsetting the increased 
costs which they have demanded of 
their employers and of advertisers 
and other buyers of printing and 
plates? 

The unions have the printing in- 
dustry of New York and Chicago well 
under control, so that the employers 
are probably unable to protect the 
interests of buyers of printing as 
they would like to do. It is obvious, 
however, that the five-day week, soon 
to be in effect in these markets, rep- 
resents a standing invitation to ad- 
vertisers and other users of printing 
to take their business elsewhere. 


Voice of the Advertiser 


Direct Mail and the 


Retailer 

To the Editor: One of the out- 
standing reasons for waste in direct 
mail advertising is the amateur 
methods so often employed by re- 
tail. stores. 

Direct mail is selective advertising, 
and should be employed by retailers 
for that purpose—not for mass ad- 


vertising, which is essentially a 
newspaper function. Direct mail can 
be made a powerful supplementary 
selling force in any retail store if 
intelligently employed. 

In direct mail, the specific classi- 
fication of prospective buyers should 
be carefully studied to indicate the 
appeal and make it effective. Many 
retailers fail to do this. Their in- 


difference may be likened to that of 


the national advertiser who runs a 
general publicity campaign and uses 
the same copy in agricultural papers, 
newspapers and business papers. But 
advertisers who wouldn't think of 
doing this in publications shoot the 
same broadside to their entire direct 
mail list, regardless of classification. 
Homer J. BUCKLEY, 
Chicago, Ill. 


Now “Director of Public 


Relations” 
To the Editor: The writer was 
recently appointed director of public 
relations of the Western Electric 
Company, in lieu of his former posi- 
tion as advertising manager. 
The department of public relations 
embraces all those activities which 
have to do with the company’s con- 
tacts with the public, including, in 
addition to all forms of advertising, 
its information service to the press, 
the production and distribution of 
motion pictures, the publishing of its 
house organs and employe magazines, 
the overseeing of all company mem- 
berships, the providing of speakers 
for outside association programs, 
and of signed articles in publications. 
In short, through this department, 
the company seeks to interpret itself 
to its customers and the public. This 
function is looked upon as an execu- 
tive one and the diréctor of public 
relations is a member of the vice- 
president's staff. 
P. L. THomson, 


New York City. 
* * * 


On Poster Circulation 
To the Editor: I have not dug 
deeply enough into the question of 
outdoor advertising to be able to offer 
a really worth-while opinion as to the 
extent to which the outdoor interests 
may call traffic which passes by a 
given poster “circulation.” 

However, I object to any effort to 
call the people who pass a certain 
point “circulation” of the same kind 
that we consider persons who sub- 
scribe to magazines or buy them at 
newsstands. I don't think it is any 
more possible to compare a traffic 
count of circulatiin with magazine 
subscriptions than it is to compare 
baseball and pinochle as two types of 
sports, 

While a count of the traffic which 
passes by a given point does give 
some relative idea as to the number 
of people who have the opportunity to 
see a given poster as compared with 
another location, the only value the 
count has, it seems to me, is the in- 
dication of the number of people that 
see one poster as against another. 

S. E. ConyBEARE, 
Director of Advertising,. Floor Di- 


vision, Armsirong Cork Co., 
Pittsburgh, Pa. 
a * co 
Easy to Read—Worth 
Reading 


To the Editor: Congratulations on 
Volume 1, Number 1, of ApvEeRTISING 
Ace. It is easy to read and worth 
reading. Count me as one of your 
regular subscribers. 

NATHANIEL W. BARNES, 
Director, Bureau of Research, Adver- 
tising Federation of America. 


Information 
——— 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or agency 
from the companies’ sponsoring 
them, or through ADVERTISING AGE: 
1. Caravel. 

A 24-page booklet indicating some 
of the functions of motion pictures 
in advertising and selling. Movies 
are being used to reach jobbers, re- 
tailers, salesmen, workmen, con- 
sumers, and many other groups, the 
booklet points out. The treatment 
of the booklet will appeal to adver- 
tisers. Published by Caravel Flms, 
Inc., New York. 
2. One Picture Is Worth Ten Thou- 

sand Words. 

A 64-page booklet showing some of 


OPEN LETTER TO MR. WRIGLEY 


ID RIDE 


iF [ WAS RICH 
LONG ON THE 


TROLLEY CARS 
ON ACCOUNT OF THE 
SWELL HEWIN Gum 
Y GET UNDER THE 


ALL DAY 


(Copyright 1930, New York Tribune, Inc. Courtesy New York Herald Tribune) 


Women in 
Advertising 


Agnes Beck 


Seven years ago, Miss Agnes Beck 
joined the Newspaper Representa- 
tives Association of Chicago, Inc., as 
a stenographer. At that time Miss 
Beck was not a world-beater as a 
stenographer. In fact, she was mere- 
ly a beginner. 

However, Miss Beck reflected that 
everyone has to make a beginning 
and that it does not last forever. 
With this heartening philosophy in 


the affairs of the Newspaper Repre- 
sentatives Association of Chicago, 
Inc., and it recently reciprocated by 
appointing her its executive secre- 
tary. 

Miss Beck is pretty busy, judging 
form her description of the associa- 
tion’s work: 


an information bureau on adver- 
tising accounts and credits of adver- 
tisers and agencies. We also main- 
tain an employment department and 
in the past year listed over one 
thousand applicants.” 

The association is made up of 55 
members and Miss Beck calls the 
work of serving them efficiently ‘“in- 
tensely interesting and highly diver- 
sified.” 


use of rotogravure. Even the type 
faces have been selected to show the 
range of effects. Published by Kim- 
berly-Clark Corporation, Chicago. 

3. Busy in Conference. 

The subject may be considered 
somewhat trite, but Robert C. 
Benchley, the noted humorist, makes 
it readable, assisted by some clever 
art work. Published by the Dicto- 
graph Products Company, Inc., New 
York, which recommends the use of 
an inter-office communicating system 
to boil down the time required for 
conferences. 

4. Survey of the Bronz. 

An analysis of the purchasing 
power of “the nation’s sixth city,” 
with a description of the sampling 
service recently instituted by the 
publisher. Sixteen pages, two colors 
Published by The Home News, New 
York. 

5. Northwestern Farm Facts 
Figures. 


A 36-page analysis of the purchas- 
ing power of North and South Dako- 
ta and Minnesota which will surprise 
those who believe that all agricul- 
tural population has about the same 
buying power. Published by The 
Farmer, St. Paul, Minn. 

6. Reaching Buying Power in the 
Boston Market. 

“The Boston market can be more 
easily analyzed than any other met- 
ropolitan market,” says this news- 
paper, proceeding to adduce evidence 
in behalf of its allegation. Compara- 


and 


7. The Truth About Great Britain. 

An 8-page booklet discussing some 
of the changes which have taken 
place in Britain since the war, and 
asserting that “the vast non-pro- 
ductive estates and idle fortunes ex- 
isting at that time have been dis- 
tributed among the workers.” Pub- 
lished by Joshua B. Powers, Inc., in- 
ternational publishers’ representa- 
tives of New York. 

8. The Handbook of Illustrated 

Letters. 

This very handsome volume points 
our twelve uses for illustrated let- 
ters, and shows how advertisers are 
using them for these specific pur- 
poses. Many sales organizations are 
using such letters not only for direct 
mail work, but for dealer helps and 
salesmen’s aids. The samples _at- 
tached to the volume indicate that 
the early difficulties encountered by 
some paper manufacturers in turn- 
ing out bond paper coated on one 
side have been definitely overcome, 
at least by this company. Published 
by the Standard Paper Manufactur- 
ing Company, Richmond, Va. 

10. “To Him That Hath——.” 

A 90-page volume which not only 
explains the service rendered by the 
publisher but makes the reader do 
some probing of his own potentiali- 
ties. This company acts as employ: 
ment managers for corporations iD 
locating and investigating exect- 
tives, salesmen and young men of 
exceptional character and _ ability. 
All charges are paid by the employer. 


tive circulation figures are given. 


the numerous effec‘s possible in the 


Published by The Boston Globe. 


Published by William L. Fletcher, 
Inc., Boston. 
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THE ADVERTISEMENT THAT MADE 19,000 SALES FOR MACY 


Rolling pins featuring colored 
handles and graceful curves. 
Capable of dealing with pie 
qrusts, biscuits, fractious hus- 
bands, and noodles. 59¢ 


Humorous Copy 
Attracts Flood of 


Inquiries, Sales 


Through the co-operation of Ken- 
neth Collins, executive vice-president 
and advertising director of R. H. 
Macy & Co., New York department 
store, ADVERTISING Ace presents a 
part of the advertisement to which 
Mr. Macey referred in his address 
before the Chicago Advertising 
Council January 2. 

This six-column wide, full-page 
deep newspaper advertisement was 
written by Margaret Fishback, noted 
chiefly for her contributions of verse 
to The New Yorker. 

“The advertisement was a wise 
crack from start to finish,” said Mr. 
Collins, in urging the use of more 
humor in advertising, “yet it pro- 
duced 2,200 mail orders, 1,700 phone 
calls and 19,000 sales of the articles 
it was written to advertise.” 

Only a part of the advertisement 
is reproduced because of lack of 
space, but it gives an accurate idea 
of the note which was sounded. 


Issue “Advertising Parade” 

“The Advertising Parade,” 1930 
edition, has been issued. The first 
volame of this work showing best 
advertisements of the year, was pub- 
lished in 1928, and the new edition 
is even more interesting than the 
first. 

Robert Hunt, the editor, was as- 
sisted in his selection of material by 
a committee made up of Roy S. 
Durstine, Batten, Barton, Durstine 
& Osborn, Inc., for the advertising 
agency; Edward Streeter, of Blake 
Bros. & Co., for the public; Philip 
L. Thomson, director of public rela- 
tions, Western Electric Company, for 
the advertiser; and L. A. Weaver, 
advertising manager of Good House- 
keeping, for the publisher. 


Allegheny Steel to 
B. B.D. & O. 


The advertising account of the 
Allegheny Steel Company, Brecken- 
ridge, Pa., which has been handled 
by Walker & Downing, Inc., Pitts- 
burgh, has been placed with Batten, 
Barton, Durstine & Osborn, New 
York. 

The company is aggressively ad- 
vertising its rustproof steel, Alle- 
gheny metal, which is now being 
used in the trim of the Ford car, and 
this fact is to be capitalized in a 
large general campaign in magazines 
of the Saturday Evening Post type. 
Business papers are also used. 


Bissell & Land Merged 


Bissell & Land, Inc., Pittsburgh, 
has been merged with Batten, Bar- 
ton, Durstine & Osborn, Inc., New 
York agency. John Bennett Bissell 
has been made vice-president of the 
New York agency, while Leon D. 
Hansen becomes general manager of 
the Pittsburgh branch. Bissell & 
Land was formed in 1921. 


Ingalls Succeeds Merrill 


Robert D. Merrill, formerly adver- 
tising manager of The American 
Agriculturist, New York, has re- 
signed to assume a similar position 
with The Farm Journal in its New 
York office. Irvin W. Ingalls, a 
member of the advertising staff of 
The American Agriculturist, for 
some years, succeeds Mr. Merrill. 


With the Mentor 


The Crowell Publishing Company, 
New York, has appointed L. E. 
Kreider advertising manager of The 
Mentor. Formerly identified with the 
American: Lithographic Company, 
Mr. Kreider has for three years been 
connected with the eastern office of 
Better Homes & Gardens. 


Pea sheller.— Peas venturing 
into the jaws of this contrivance 
will have to forswear their pods 
and proceed to the pan naked. 
Lima beans also oeware. 


$1.17 


e Tester with ring in its 
nose to enable it to hang on a 
hook when not engaged in stab- 
bing incipient cakes. A boon 
to brooms, all for a pittance. 6c 


carving give you curvature of 
the spine? Suffer no longer. Let 
Macy shears dissect your tur- 
key, duck, goose, or hen. $2.24 


NEW SCALE IS 
ANNOUNCED BY 
TYPOGRAPHERS 


Chicago Advertisers Will Pay 
Higher Prices 


Advertising typographers of Chi- 
cago have issued a new standard 
typography scale which, according to 
one member, raises prices charged to 
advertisers and agencies an average 
of about 10 per cent. 


“While most of the advertising 
typographers conduct open shops,” 
said this expert, “they find it neces- 
sary to pay as much as or more than 
the union establishments in order to 
attract and hold high-grade men.” 


The new scale is “based on produc- 
tion costs as computed by the cost 
accounting and statistical bureau of 
the Chicago group of Advertising Ty- 
pographers.” 

The minimum press proof chart 
contains 816 items of prices charged 
for furnishing proofs of advertise- 
ments. The prices range from the 
minimum of $1.50 which is the price 
to be charged for 5 to 20 proofs on 
6x9-inch news print sheets of a line 
cut form to $21.20 to be charged for 
1,000 press proofs on a 19x25-inch 
super paper or 70-pound coated sheets 
of a halftone form. 

In each division, the prices listed 
cover various quantities from 20 to 
1,000 on each of the two kinds of 
stock and are based on a maximum of 
25 per cent halftone or 50 per cent 
line cut area of the advertisements. 
If larger areas of illustrations ap- 
pear, additional charges will be made 
for make-ready. Slip-sheeting, where 
necessary is charged for extra, at the 
rate of $3 a thousand. 

The side notes cover references to 
trade customs and stipulations con- 
cerning various charges. 

“Estimates. When estimates are 
furnished, it is understood that they 
are only approximate. 

“Composition. All original compo- 
sition is charged on a time basis—by 
the hour. Every six minutes or frac- 
tion thereof constitutes a unit and 
ten units equal one hour. 

“Cut work. All work pertaining to 


cuts such as notching, mortising, 
trimming, cropping, blocking, re- 
blocking, jobbing, ete., charged as 


time work. Removing and reinserting 
cuts in type forms charged as time 
work. 

“Author’s Alterations. Charged the 
same as original composition. 

“Foundry Lock-up. Minimum size, 
$1.25; forms measuring 5x8, $1.50; 
7x10, $2.00; 11x14, $2.75; 12x22, $3.50; 
14x22, $4.00; 17x22, $4.50. 

“Paste-up Proofs. Charged as time 
work. 

“Press Lock-up. Charged as time 
work. 

“Hand Proofs. All hand proofs, 
12x18 inches and smaller, charged at 
7 cents each. Larger sizes, 10 cents 
each. Minimum charge—6 proofs. 
Special proofing and proofs on special 
stock, extra charge. 

“Press Proofs. As per scale, ex- 
clusive of lock-up. Color proofs and 
strike-in proofs charged as time 
work. 

“Wrapping and Mailing. Where 
typographer is required to wrap and 
mail proofs, cuts, etc., a charge is 
made to cover cost of this work plus 
postage or express.” 


Dictaphone May 
Solve Problem of 
“Checking Copy” 


Los Angeles, Jan. 16.—One solu- 
tion to the problem of copy checking 
for radio advertisers has been 
worked out here by Henry Mayers, 
of the Mayers Company, advertising 
agency, and E. J. Murphy, manager 
of the local branch of the Dicta- 
phone Sales Corporation. 

By connecting a Dictaphone with 
a radio receiving set, Messrs. May- 
ers and Murphy found that they 
could make a complete and accurate 
record of the broadcast—a record 
that could be compared with the 
copy prepared by the agency and 
filed with it for permanent refer- 
ence. 

“Hitherto,” said Mr. Mayers, “it 
has been difficult to make a careful 
check of radio advertising, as a 
stenographer taking it down in short- 
hand was the only method we had 
found practical. And that system was 
not completely satisfactory, for a 
stenographer misses voice value and 
pronunciation—both of which can be 
vitally important in radio advertis- 
ing. Moreover, checking cannot be 
questioned when the program is re- 
corded by a machine. Just as with 
newspaper advertisements we can 
present the printed page to our 
clients, now we can present the Dic- 
taphone records to show what has 
been broadcast.” 

The mechanics of this system are 
simple. The mouthpiece of the re- 
cording machine is placed before the 
loud speaker and both are set in 


operation. No adjustments are 
necessary. 
J. J. Fuller Gets New 


Accounts 
The Visco-meter Corporation, Buf- 
falo, manufacturer of automotive 
accessories; The Midland Asbestos 
Corporation of Wabash, Ind., and 
The Locktite Company, Inc., Glovers- 
ville, N. Y., manufacturer of tobacco 
pouches, have placed their advertis- 
ing accounts with J. J. Fuller, adver- 

tising agent of Buffalo. 


With Procter & Collier 


Horace W. Karr has been ap- 
pointed director of publicity for the 
Procter & Collier Co., Cincinnati ad- 
vertising agency. He will handle spot 
news on the agency’s accounts. 

This agency is now handling the 
accounts of the Cincinnati Post, Hyde 
Park Lumber Company, Stears & 
Foster Co. (mattresses), and Gohi 
Culvert Manufacturers, Inc. 


Lettuce in Newspapers 

The Western Growers’ Protective 
Association will run an eight-week 
newspaper campaign in 60 papers to 
supplement its four-color copy in four 
magazines. Iceberg head lettuce will 
be featured. The campaign is being 
placed by the Archer Advertising 
Company, Cincinnati and Los An- 
geles. 


Gets Spur Tie Account 


Hewes and Potter, Inc., Boston, 
Mass., manufacturer of Spur ties, 
Bull Dog suspenders, ete., has ap- 
pointed Richardson, Alley & Richards 
Company, New York advertising 
agency, to direct its advertising ac- 
count, which will be handled from 
the Boston office of the agency. 


New Agency in Boston 


John Mitchell has started an ad- 
vertising agency, in the Little Build- 
ing, Boston. Among his accounts 
are the Old Colony Brewing Company 
and the Youth-Health Guild, a cor- 
respondence course in health. 


CONTENTED COWS 
ACTUALLY LAUGH 
IN SO. AMERICA 


Business Week Points to Ex- 
port Advertising Errors 


New York, Jan. 16.—A recent issue 
of The Business Week pointed out 
some of the export advertising mis- 
takes being made by American manu- 
facturers, which are numerous in 
spite of the fact that 1930 will con- 
stitute a momentous test of Ameri- 
can products in foreign fields. 

An American company whose slo- 
gan is “Milk from Contented Cows,” 
astonished South America not long 
ago with the announcement in Span- 
ish of “Milk from Laughing Cows,” 
according to this publication. 

“A pretty bareheaded girl in low- 
necked chiffon whirling along alone 
at the wheel of a snappy sport car, 
with the headline ‘Now Is the Time 
When Everybody Goes to the Coun- 
try’—what more appropriate for the 
June advertisement of a facial 
cream?” asked The Business Week. 

“Yet that advertisement in Buenos 
Aires created only derision. Why? 
Because June is midwinter in the Ar- 
gentine and, anyway, nice girls don’t 
go out driving alone in open cars in 
Latin America. 

“Hardly less derision greeted the 
recent advertisement of an American 
motor car in the July issue of a Ha- 
vana magazine picturing a roadster 
full of happy young collegians in 
coonskin coats parked in front of a 
Dutch colonial cottage. Fur coats are 
about as common in Havana as silk 
negligees in Spitzbergen. 


Copy Betrays Ignorance 

“These are typical of the many 
strange advertisements of American 
products one may find in print in the 
four quarters of the globe, betraying 
amazing ignorance of language, cli- 
mate, social customs and national 
temper.” 

Blunders in language are often the 
product of a foreign copy writer or 
artist whose knowledge of English is 
sketchy; he may also be ignorant of 
subtle turns in his own tongue, of im- 
portant social customs and prejudices 
in his own country, the magazine 
points out. 

“An American cigarette manufac- 
turer, seeking a market in China, 
wanted a package of special appeal to 
Chinamen,” The Business Week re- 
lates. “A young Chinese artist de- 
signed for him a package with a pic- 
ture of the gate of the Temple of 
Heaven. But it happened that the 
student was from Harbin. He knew 
little of Chinese traditions. He did 
not know that the Temple of Heaven 
was taboo for advertising purposes. 
It was some time before the Ameri- 
can found out why his cigarettes did 
not move in China. 

“A sharper offense was committed 
by an American company which in 
an advertisement in Japan showed a 
picture of a girl in a kimono folded 
only as the garment is arranged for 
the burial of the dead. 

No Universal Language 

“American manufacturers betray a 
naive belief in the universality of the 
English language. English is spread- 
ing, true enough, but not so fast as 
the advertisements of American prod- 
ucts in foreign publications would in- 
dicate. Often when the body of the 
copy is in the language of the coun- 
try, the headline and slogan remain 
in English, the explanation being, no 
doubt, in many cases, that the ad- 
vertising agent sends stock cuts used 
in English-speaking countries. 

“Queer things happen in advertis- 
ing and selling American wares in 
foreign countries. A rubber goods 
manufacturer sent out to China as 
samples some miniature hot-water 
bags, four inches long. Some time 
later came an order for a shipment of 
bags, not full-sized bags, but tiny 
ones, just like the samples. ‘We do 
not manufacture that size,’ the com- 
pany cabled back, ‘those are samples.’ 

“*That’s the size we want,’ was the 
answer. So the bags were made and 


aie 


shipped. Believe it or not, the sam- 
pan girls who come out to meet the 
foreign steamers had found these tiny 
hot-water bags held against the cheek 
made an excellent substitute for 
rouge!” 

There is another side to the pic- 
ture, however. The Business Week 
describes the foreign advertising of 
the great American oil companies as 
being accurate, dignified and suited 
to the locale. 

General Motors Export Company 
directs its advertising from New 
York, but the regional offices in each 
country have full power to adapt 
illustration and copy tone to na- 
tional requirements. The advertising 
manager of the Black & Decker Man- 
ufacturing Company finds it neces- 
sary to have his advertising in for- 
eign countries prepared and handled 
there. To get advertising genuinely 
German in tone, his copy is created 
by German copywriters, artists and 
typographers. 


MUSICIANS ARE 
PROFITING BY 
NEW CAMPAIGN 


Tendency Toward Mechanical 
Music Is Arrested 


New York, Jan. 17.—Approximately 
$500,000 is being invested by the 
American Federation of Musicians in 
a national advertising campaign in 
the general magazines and news- 
papers in an attempt to prevent the 
further exploitation of “canned” 
music in moving picture theatres, 
and its substitution for orchestras 
and pipe organists in theatres 
equipped for the talkies. The cam- 
paign is of an educational nature and 
addressed mainly to the general pub- 
lic. Street & Finney, Inc., New York, 
are the advertising agents in charge. 

Of the amount being invested in 
this campaign, a little over $100,000 
is for general magazine advertising, 
while nearly $400,000 is being invest- 
ed in a list of about 900 newspapers 
blanketing the entire United States. 
Papers are being used in practically 
every town and city where the federa- 
tion has members. 

The magazines used include Lib- 
erty, Literary Digest, Pictorial Re- 
view, New Republic, The Nation, 
American Magazine, Atlantic Month- 
ly, the Theatre Magazine and various 
musical and theatrical trade papers. 

The American Federation of Musi- 
cians has about 140,000 members, of 
whom about 30,000 are employed in 
theatres. Since the advent of the 
talking pictures, some 6,000 members 
of the organization have lost their 
positions, due to the substitution of 
“canned” music for orchestras and 
pipe organs. 

Very few of the larger theatres 
have taken this action, however. Of- 
ficials of the federation will consider 
that the campaign has accomplished 
its purpose if this substitution can 
be kept from spreading. 

So far the campaign appears to 
have accomplished favorable results. 
In some instances orchestras and or- 
ganists have been restored to their 
positions, while the tendency on the 
part of theatrical managers to re- 
place their musicians with mechan- 
ical music has been less noticeable. 
Manufacturers of musicai instruments 
also have reacted favorably and of- 
fered their co-operation to the federa- 
tion, and through their dealers have 
arranged for special window displays 
in many stores. 


To Publish “Jewish 
Standard” 

Backed by wealthy Canadian Jews, 
a new National Canadian weekly, 
The Jewish Standard, appeared on 
January 15 at Toronto. L. S. Yolles 


is president and Hyman Edelstein 
editor of the new paper. 


Gets Aetna Account 
The Samuel C. Croot Company, 
New York, has been appointed by 
the Aetna Casualty & Surety Co., 
Hartford, Conn., to handle the Aetna 
advertising account. 
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Maynard Elected 
Head of Teachers 
of Advertising 


H. H. Maynard, of Ohio State Uni- 
versity, Columbus, was elected presi- 
dent of the National Association of 
Teachers of Marketing and Advertis- 
ing at the conclusion of its recent 
convention in Washington. 

Other officers were elected as fol- 
lows: Vice-president, marketing, Paul 
D. Converse, University of Illinois, 
Urbana; vice-president, advertising, 
E. K. Strong, Jr., Stanford University, 
California; vice-president, sales man- 
agement, Harry R. Tosdal, Harvard 
Business School, Boston; vice-presi- 
dent, retailing and wholesaling, Paul 
H. Nystrom, Columbia University, 
New York; secretary-treasurer, Na- 
thaniel W. Barnes, 420 Lexington ave- 
nue, New York. 

The following directors were chosen: 
Hugh E. Agnew, New York Uni- 
versity, ‘New York City; Fred E. 
Clark, Northwestern University, Ev- 
anston, Ill.; Edmund D. McGarry, 
University, of Buffalo, Buffalo, N. Y.; 
H. K. Nixon, Columbia University, 
‘New York; Roland S. Vaile, Uni- 
“versity of Minnesota, Minneapolis. 


To Distribute Allied Lines 


The United States Gypsum Com- 
pany, Chicago, has taken over the en- 
tire distributive, dealer and agency 
organization of the Chromite Com- 
pany, Peoria, Ill., manufacturer of 
metal wall tile. This is the third 
product which the U. S. Gypsum Com- 
pany has contracted to distribute. 

“It is another indication of the 
trend toward simplification of mer- 
chandising problems by dividing di- 
rect selling costs among a number of 
related products,” said Sewell L. 
Avery, president of the company. 


Campaign on 25-Cent 


Books 

The Commercial Bookbinding Com- 
pany, of Cleveland, which recently 
began publishing 25-cent cloth-bound 
fiction, sold through Kresge and other 
chain stores, will try. out national ad- 
vertising. The company is now print- 
ing and binding an average of 25,000 
books daily. It distributes through 
the World Publishing Syndicate, of 
New York City, a subsidiary. 


Joins Austin Company 

TNalph Leavenworth, formerly sec- 
retary and account executive of Paul 
Teas, Inc., Cleveland advertising 
agency, has joined the general sales 
department of the Austin Company, 
Cleveland, which is engaged in world- 
wide building, contracting and engi- 
neering activities. Mr. Leavenworth 
is assistant to George A. Bryant, Jr., 
executive vice-president. 


Opens Self-Serve Furniture 


Store 

Wichita, Kan., Jan. 17.—A cash fur- 
niture store, operated on a semi-self- 
service plan, has been opened by Lee 
Lewis, proprietor of the Lewis Fur- 
niture Company. Separate quarters 
have been taken for the new estab- 
lishment. 


Outdoor Pioneer Resigns 


E. L. Ruddy, pioneer outdoor ad- 
vertising man of Canada, has re- 
signed from the Montreal company 
of that name. His common stock in 
E. L. Ruddy, Ltd., has been sold for 
$1,000,000. J. R. Robinson has been 
elected president of the company, 
with W. T. Sutton as vice-president. 


Has Canadian Agency 


The Melba Toast & Biscuit Corp., 
Los Angeles, has appointed Duncan 
S. Blaikie, advertising agent of Mon- 
treal, to direct its account. Cubbi- 
son’s Melba Toast will be featured in 
the campaign. 


Start Geographical Journal 

Publication of. the Canadian Geo- 
graphical Journal has begun at Mon- 
treal by the Canadian Geographical 
Society, which has its headquarters 
at Ottawa. 


Move New York Office 


The Educational Lists Company 
has moved its New York office to 55 
West Forty-Second street. 


G. E. Victor Appointed 

Le Petit Journal, of Montreal, has 
appointed George E. Victor as ad- 
vertising manager. 


Paul E. Kendall 
Increase in Use 


of Direct Mail 
~ Long-Bell Plan 


Kansas City, Jan. 17.—January, 
1930, marks for the Long-Bell Lum- 
ber Company the eleventh anniver- 
sary of its origination of the use of 
the trade-mark on lumber. 

The Long-Bell Company is going 
into the year 1930, according to Paul 
E. Kendall, advertising manager, 
with approximately the same pro- 
gram of publication advertising that 
was used in 1929. 

Direct mail advertising, however, 
will enter more heavily than ever be- 
fore into the program. A continuance 
and increase of the extensive cam- 
paign of dealer co-operation, which in 
1929 was responsible for the distri- 
bution of two million pieces of liter- 
ature, for the use of dealers handling 
their trade-marked lumber and lum- 
ber products, is a high point of this 
year’s program. 

This synchronized dealer service 
provided by the advertising depart- 
ment of the company includes folders, 
circulars, home and building plans, 
newspaper cuts, films, slides and 
posters. For the greater part, it is 
free to the dealer, though a nominal 
price is placed on the more elaborate 
booklets. 


Roberts with Washington 


Times 

H. W. Roberts, who recently re- 
signed as advertising manager of the 
Cleveland Plain Dealer, after more 
than twenty years’ service, has been 
appointed advertising manager of the 
Washington Times and Herald. 

Mr. Roberts has been succeeded at 
Cleveland by Joseph F. Kelly, who 
retired from Woodward & Kelly, na- 
tional newspaper representatives, to 
assume his new role. 


Plan Merchandising Clinic 

New York, Jan. 16—A merchandis- 
ing clinic on home furnishings will 
be held some time in March by Amos 
Parrish & Co. for executives of retail 
stores. This will be in addition to 
the regular spring fashion merchan- 
dising clinic held every January on 
apparel and accessories. 


Paschall in Philadelphia 


Irving Paschall, advertising agent 
of Chicago, is opening a branch in 
Philadelphia, with William L. Pas- 
chall in charge. The founder of the 
agency was for many years advertis- 
ing manager of the Farm Journal, 
Philadelphia. 


Steller on Coast 
O. A. Steller, formerly editor of 
Concrete, Chicago, has been appointed 
advertising manager of McEverlast, 
Inc., Los Angeles, manufacturers of 
protective coatings for all types of 
engineering structures. 


Receive 20,000 Inquiries 

Seattle, Jan. 16. — The Seattle 
Chamber of Commerce reports that 
20,000 inquiries were received from 
the 1929 advertising. They included 
queries from 47 foreign countries. 


Start Religious Weekly 

The Ottawa Catholic Times will be 
published in that Canadian city, be- 
ginning with March. Austin B. 


O’Donnell is business manager. 


ADVERTISING AGE 


Chains Fighting 
Tax Legislation; 


KWKH ‘Explains’ 


Chain Store Age reported recently 
that 60 anti-chain-store measures 
were defeated in State legislatures 
in 1929, while only three were found 
constitutional. Reports from corre- 
spondents of ADVERTISING AGE indi- 
cate that the chains are going to have 
another busy year. 


Henderson Against Chains 

Shreveport, La., Jan. 17.—Station 
KWKH, which is charged with the 
use of profanitiy, indulged in this, 
if at all, only in discussing chain 
stores, W. K. Henderson, the owner 
and announcer said. 
Mr. Henderson will not close his 
station until he gets an order to that 
effect from the Federal Radio Com- 
mission—and maybe not then, he in- 
dicated. 

While local advertisers are watch- 
ing the situation with much interest, 
Mr. Henderson is devising new puns 
on the name of Senator Dill, of 
Washington, who drew the attention 
of the Senate to the alleged profanity 
emanating from Station KWKH. 
“Dill-Pickle” is one of his favorites. 


In Federal Court 

Indianapolis, Jan. 16.—The validity 
of the chain store tax law enacted at 
the 1929 session of the Indiana legis- 
lature is being argued before a three- 
judge Federal court. The plaintiff is 
the Standard Grocery Company. 

The rate of tax was fixed as fol- 
lows by the legislature: Upon one 
store, $3; two to five stores, $10; 
six to ten stores, $15; 11 to 20, $20; 
all over 20, $25. 


The Fight in Georgia 

Atlanta, Jan. 16.—Constitutionality 
of the Georgia tax on chain stores is 
before the Fulton Superior Court in 
an injunction proceeding brought by 
the F. W. Woolworth Company, Great 
Atlantic & Pacific Tea Co., J. C. Pen- 
ney Company, S. H. Kress Company, 
Lane Drug Stores, King Hardware 
Company: and the Southern Grocery 
Stores, Inc. 

The law, passed at the 1929 ses- 
sion of the Georgia legislature, im- 
poses a tax of $50 on every chain 
store. Five or more stores, owned, 
maintained, or controlled by the same 
person, firm or corporation constitute 
a chain under the law. 

The chains characterize this law as 
“a legislature subterfuge.” 


Edits Association Papers 

Harold L. Eves, recently head of 
the business relations division, Out- 
door Advertising Association of 
America, Inc., Chicago, has been ap- 
pointed editor and manager of the 
association publications, The Poster 
and Outdoor Advertising Association 
News. 

He succeeds Clarence B. Lovell, re- 
signed. 


Outdoor Campaign on 
Havoline 


Havoline Wax-Free Oil is placing a 
poster advertising campaign through 
Outdoor Service, Inc., the account be- 
ing handled by Erwin, Wasey & Co., 
Chicago agency. The present plans 
call for intensive advertising of the 
new product in important centers. 


Merge Type Branches 


The American Type Founders Com- 
pany, of Jersey City, which recently 
acquired by merger the Chicago sell- 
ing branch of Barnhart Brothers & 
Spindler, is consolidating the two 
Chicago branches in quarters at 519 
W. Monroe Street. Clinton F. Hicks 
is Chicago manager. 


Applies for A. B. C. 
Membership 


Home Economic News, Peoria, IIl., 
which recently applied for member- 
ship in the Audit Bureau of Circula- 
tions, Chicago, is now entitled to use 
the phrase “applicant for member- 
ship,” the organization announces. 


New Texas Poster Plants 


New outdoor advertising plants 
have been installed in Dallas, Fort 
Worth and Waco by the North Texas 
Advertising Company, operating 
standard poster plants in those three 
cities and in a number of small adja- 


cent towns. 


The first issue of Advertising Arts, 
which will be published quarterly as 
a supplement to Advertising € Sell- 
ing, has just appeared, and it is a 
credit to Editor Frederick C. Kendall 
and his associate, Miss Ruth 
Fleischer. It is distinguished in 
appearance, and the first number, 
with the parent publication, reached 
subscribers in nifty paste-board boxes, 
which assured a dignified reception. 
Earnest Elmo Calkins, Kendall's 
faithful Achates in the contribution 
line, heads the list of writers, and 
the content is interesting and beauti- 
fully presented. 


Kendall is a rather busy person 
just now, as Publisher M. C. Robbins, 
of Advertising & Selling, has resigned 
that title to him also. In addition, 
he has been made editorial director 
of American Printer, another Rob- 
bins publication. You should have 
seen the announcement in American 
Printer, with Kendall’s picture deco- 
rated with a great, big, he-man pipe. 


Since Kendall left Printers’ Ink ten 
years or more ago, he has done ex- 
tremely well. There are various 
stories as to the cause and manner of 
his leaving; at any rate, he left, and 
certainly he has had no cause to regret 
it. In Advertising & Selling he has 
demonstrated ability that amounts 
almost to genius in the handling of 
types and pictures, and has made a 
magazine that is smart and sparkling, 
even though it may not be particu- 
larly deep. And his plunge last year 
into the cigarette testimonial situa- 
tion, which added a lot to his pres- 
tige and that of his magazine, was 
dramatic. 


There is an interesting story as to 
how Kendall got Robbins for a pub- 
lisher. It is said that he went to the 
Associated Business Papers, Inc., 
which Jesse H. Neal, now the secre- 
tary of the American Paper & Pulp 
Association, was then running, and 
asked for suggestions. Neal put him 
in touch with Robbins, who had left 
The Iron Age and had gone in for 
himself with Gas Age, later Gas-Age 
Record, and Kendall sold him his 
big idea of a new advertising maga- 
zine. While it took a good deal of 
money to put it over, AdéS is said 
now to show a healthy profit. 

. * * 


According to rumors emanating 
from New York, Kendall is soon to 
lose one of his contributing editors, 
Kenneth M. Goode, who it is reported 
will launch another advertising mag- 
azine in March. Goode, who is a 
brilliant writer and is now collecting 
royalties in increasing volume on 
“Turning People into Gold,” which 
has gone through several printings, 
is said to believe that the bulk of the 
important national advertising is 
controlled by a comparatively few big 
advertising agency executives, and 
he is going to edit his magazine for 
them. E. R. Crowe, who is best 
known in connection with the News- 
stand Group of fiction magazines, is 
to be the publisher. 

Goode is one of the radicals in ad- 
vertising, who believes that most of 
the sacred cows in the advertising 
temple should be led to slaughter, 
and he is apparently sharpening his 
editorial knife for that very job. His 
Magazine ought to be interesting. 

+ * * 


John Irving Romer, publisher of 
Printers’ Ink, must feel something 
like the old woman who lived in a 
shoe when he sees the growing num- 
ber of advertising publications being 
conducted by graduates of the effi- 
cient Printers’ Ink school. In addi- 
tion to Kendall, one of the most suc- 
cessful is Jack Aspley, or John Cam- 
eron Aspley, as he signs his articles 
in Printed Salesmanship. Aspley 
used to be the Western advertising 
manager of Printers’ Ink. Then he 
started the Dartnell Corporation, 
which sells a service for sales man- 
agers, and later Sales Management. 
This publication he developed suc- 
cessfully and sold two years ago to 
Raymond Bill, president of Federated 
Business Publications, Inc., who 
moved it to New York and changed 
it from a bi-weekly to a weekly. 

Aspley then purchased Printing 
Art, of Cambridge, Mass., moved it 


to Chicago and changed the name to 
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Printed Salesmanship. It is covering 
the direct-mail field from the stand- 
point of both the printer and adver- 
tiser, and is doing well. The Dart- 
nell Corporation, incidentally, has its 
own plant out in Ravenswood, and is 
remarkably successful. 
Aspley recently published an ar- 
ticle in Printed Salesmanship urging 
the newspaper publishers to cut out 
the two-rate-card system, whereby 
“foreign” advertising, placed by the 
national advertisers, is charged for 
at a higher rate than local. Thus far 
the newspapers have not agreed to 
follow his suggestion. 

7 * 7 
Mr. Romer, who has made so many 
successful advertising publishers, is 
himself the greatest of them all. He 
took Printers’ Ink when it, like the 
other advertising magazines, was 
anemic both as to ideas and business, 
and converted it into a million-dollar 
property. The way he did it was 
interesting. * 

He decided that an advertising 
magazine ought to sell the advertis- 
ing idea to business, instead of to 
advertising men, who presumably 
were already sold. He published ar- 
ticles of interest to the bix execu- 
tives, and having had experience as 
the advertising manager of the Aeo- 
lian Company, he knew what they 
wanted. They responded, and under 
his direction Printers’ Ink sailed 
right up to the heights of affluence it 
occupies today. 

His success proves the point of the 
remarks of the late Edward Bok, in- 
cluded in his autobiography and pub- 
lished in the story of his life in the 
January 11 issue of ADVERTISING 
AGE: “The editor is the pivot of a 
magazine. On him everything turns. 
If his gauge of the public is correct, 
readers will come. And if the reader 
comes, the advertiser must come.” 


Joins Modern Beauty Shop 

Irving Blumenthal, formerly sales 
promotion manager for George A, 
Hormel & Co., Austin, Minn., pioneers 
in the canned ham business, has been 
appointed New York manager of 
Modern Beauty Shop, Chicago. John 
C. Ryan, who has been New York 
manager, has been transferred to the 
Chicago office as advertising manager. 


McBride in Neon Field 

W. H. McBride, Pittsburgh, has 
been appointed president and general 
manager of the Claude Neon Light 
Company of West Virginia, effective 
Feb. 1. He was president of the 
Pittsburgh Advertising Club in 1928 
and 1929 and is now chairman of the 
board of governors. 


Plan Poultry Campaign 

The Silmo Chemical Company, of 
Vineland, N. J., producers of an anti- 
ricketic liquid for poultry, has ap- 
pointed Jerome B. Gray, Philadelphia 
advertising agent, to handle its ac- 
count. Business papers and direct 
mail will be used. 


Member of Plan Board 


Manfred Darmstadter has been ap- 
pointed a member of the plan board 
of the Campbell-Ewald Company, ad- 
vertising agency of Detroit. He was 
formerly creative director for Adver- 
tisers Incorporated, Detroit. 


1929 Had Fewer Failures 

Washington, Jan. 16—The total 
number of business failures in 1929 
was 22,909, compared with 23,842 in 
1928. Liabilities for 1929 amounted 
to $483,250,000 and for 1928, $489,- 
600,000. 


Colvin-Sasse Have Agency 

Colvin-Sasse, Inc., of Buffalo, man- 
ufacturer of the Buddy line of spe- 
cialties in the automotive and other 
fields, has placed its account with the 
J. Fay Fuller Advertising Agency, 
Buffalo. 


Has Motor Truck Account 

The Sterling Motor Truck Com- 
pany, Milwaukee, manufacturing a 
complete line of motor trucks, has 
appointed The Cramer-Krasselt Com- 
pany, Milwaukee agency. 


With Chicago Agency 
Fred Granville Jones, formerly 
copy writer in the catalog and adver- 
tising department of Butler Brothers, 
Chicago, has joined Hurja, Chase & 


Hooker, Chicago advertising agency. 
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New Style Sales 
Convention Is 


Held in Chicago 


Both for the information of sales- 
men .and Chicago institutional buy- 
ers, the Albert Pick-Barth Company, 
Chicago, staged an exposition of in- 
stitutional products at its home of- 
fices recently. The exposition took 
the place of the old style salesmen’s 
convention, and in addition, at- 
tracted hundreds of buyers. 

A large section of one floor of the 
building at 1200 West Thirty-fifth 
street was transformed into an exhi- 
bition hall. Many of the booths pro- 
vided by manufacturers showed act- 
ual manufacturing operations, while 
others explained the production 
processes with the aid of motion pic- 
tures and special displays. 

There were 44 booths, showing the 
products of 40 manufacturers, the 
Pick-Barth Company using the other 
four for its own departments. The 
department manager was on hand to 
explain just how his division operat- 
ed and how the salesman or buyer 
could derive the most benefit from 
it. One day of the eight was desig- 
nated as customers’ day. 

Luncheon was served to salesmen, 
exhibitors and executives daily. 
These meals were cooked in a spe- 
cially equipped kitchen, allowing 
salesmen to see the actual operation 
of the products they are selling. 

Manufacturers participating  in- 
cluded Rosemary Sales Corporation, 
Cannon Mills, Esmond Mills, D. E. 
McNicol Pottery Co. of W. Va., 
Parker-Wilder Company, Paden City 
Glass Manufacturing Co., Davenport- 
Taylor Manufacturing Co., Weil-Ran- 
som Company, National Paper Prod- 
ucts Company, Wagner Manufactur- 
ing Company, Schultz & Hirsch, 
Vitrolite Company, Sani Products 
Company, Chicago Upholstering 
Company, Armstrong Cork Company, 
Federal Metal Bed Company, AIl- 
goma Wood Products, W. & J. Sloan, 
Bigelow-Sanford Carpet & Rug Co. 

Bernhardt “Smokurns”, Liberty 
Radio Corporation, The Blackstone 
Siverware Company, Detroit Michi- 
gan Stove Company, Standard Gas 
Equipment Corporation, Waters-Gen- 
ter Company, The Lorillard Refriger- 
ator Company, Buffalo Pottery, Cres- 
cent Dishwashers, Ko-Ray Range 
Corporation, The Griswold Manufac- 
turing Company, “Firebrand” Kit- 
chen Equipment Co., The Hobart 
Manufacturing Company, The Lib- 
bey Glass Manufacturing Co., Siren 
Mills Corporation, Pittsburgh Soap 
& Chemical Co., and Arnold Electric 
Company. 


Clark Lees “Textile 
World” 


Charles H. Clark has resigned as 
editor-in-chief of Textile World, New 
York, but will continue his active 
identification with the textile field 
as a technical consultant in Boston, 
and as secretary-treasurer of the 
Textile Research Council, which is 
broadening its scope. Mr. Clark has 
spent thirty-five years in editorial 
and advertising work on _ textile 
publications. 

Douglas G. Woolf has been ap- 
pointed editor-in-chief of Textile 
World. 


Start Course for Women 

For the third consecutive year, the 
Philadelphia Club of Advertising 
Women is offering young women of 
that city an opportunity to learn 
Something about advertising. The 
club’s 1930 course began January 6 
and will continue every Monday for 
17 weeks. The class will be limited 
to fifty. Miss Blanche E. Clair, chair- 
man, is assisted by Misses Nan M. 
Collins, Frances M. Suarez, Ethel 
Jefferson and Louise M. Kiefer. 


Tucker Joins Scripps- 


Howard 
Edward Tucker, formerly  con- 
nected with the advertising depart- 
ment of the General Motors 
Corporation, has joined the Detroit 
Sales force of the Scripps-Howard 
newspapers. 


Made Production Manager 

Walter Burke has been appointed 
Production manager of John Bunker, 
Inc., real estate advertising agency 
of Cincinnati, effective Feb. 1. 


SPENDING $350,000 


John Cuddy 


Californians, Inc., 
Maps Ambitious 
Program for 1930 


San Francisco, Jan. 16.—Advertis- 
ing plans of the Californians, Inc., for 
1930 will be about the same as for 
1929, according to John Cuddy, man- 
aging director in charge of advertis- 
ing. The sum of $350,000, which was 
the appropriation in 1929, will again 
be expended in national advertising 
channels. 

The mediums to be used in 1930 
will also correspond very closely to 
those of 1929. There will be ten or 
twelve general magazines, includ- 
ing The Saturday Evening Post, Lit- 
erary Digest, Cosmopolitan, National 
Geographic, Collier's and the Quality 
Group, Vogue, Vanity Fair, House & 
Garden, Asia and Town €& Country. 
Collier's is the only addition to the 
Californians’ list. 

Five or six general business publi- 
eations will be used, including Na- 
tion's Business, Time, World's Work, 
Outlook, and Time's new venture, 
Fortune. 

Space will be taken in fifty news- 
papers located in Eastern metropol- 
itan districts, the list being approxi- 
mately the same as last year’s. A con- 
siderable part of the appropriation is 
devoted to follow-up of inquiries but 
direct-mail will be used in no other 
way in 1930. 

There will be a dual appeal in the 
advertising copy of Californians, Inc., 
though both come under the emo- 
tional classification. Copy stresses, 
in the main, both pleasure and the 
business opportunity angle, endeavor- 
ing to picture the lure of the climate 
and the natural scenery making fa- 
vorable conditions for both play and 
work. In business publications, how- 
ever, copy will be strictly of the in- 
formative and fact type, covering 
market and industrial aspects. 

Of the proportionate amounts to be 
expended in the various types of 
mediums, Mr. Cuddy expressed the 
opinion that such figures could be of 


little value to any other advertiser in, 


as much as a sound coverage for any 
organization is a matter for internal 
study and must vary widely for any 
two concerns. 


Gralian with Gordini 


R. H. Graham, of Baltimore, who 
has been associated with the Frigid- 
aire Corporation for fourteen years, 
has been named sales and advertis- 
ing manager of the newly created 
Detroit factory branch of Copeland 
Products, Inc., of Detroit, electric re- 
frigeration manufacturers. The new 
factory branch will direct distribu- 
tion and sales in Michigan. 


Fifth District to Meet 


The Advertising Federation of 
America will hold its fifth district 
convention at Battle Creek, Mich., 
February 28 to March 1. Committees 
have been appointed from among the 
local advertising ranks, and .plans 
are under way for entertaining the 
300 members who are expected to 
attend. 


Eaton with Dorrance, 


Sullivan 
Arthur H. Eaton has left Young & 
Rubicam, New York advertising 
agency, to join Dorrance, Sullivan & 
Co., New York. He will be in charge 


of copy personnel and production. 


CO-ORDINATING 
BODY IS FORMED 
AT WASHINGTON 


Co-operate in Fight on Fraud- 
ulent Advertising 


Washington, Jan. 17.—The Fed- 
eral Trade Commission and the De- 
partment of Agriculture have formed 
a co-operating committee which will 
endeavor to co-ordinate work against 
fraudulent advertising of all kinds, 
but particularly that of medicinal 
preparations. 

The Federal Trade Commission 
has authority to act when misstate- 
ments are made in advertising. The 
pure food and drugs act gives the 
Department of Agriculture power 
over the labeling of products. The 
new co-operating committee will 
make an effort to centralize the 
work of these two Federal bureaus. 


Wants New Office 
W. G. Campbell, director of regu- 
latory work of the Department of 
Agriculture, in charge of the Food, 
Drug and Insecticide Administra- 
tion, said that the logical way to 


W. G. Campbell 


meet the situation is to establish an 
office to co-operate with publishers 
who refuse knowingly to permit the 
appearance of fraudulent advertis- 
ing in their columns. The necessary 
funds with which to conduct such an 
office are not now available. 


While this action was being taken 
by the Federal Trade Commission 
and the Department of Agriculture, 
several radio advertisers pointed out 
that the charges made by Health 
Commissioner Shirley W. Wynne of 
New York City do not apply to radio 
stations in general. They quoted 
as follows from Dr. Wynne’s letter 
to the Federal Radio Commission: 


“It seems that many of the char- 
latans who have been driven from 
the newspapers have found a haven 
of activity in the radio broadcast. 
These concerns engage the facilities, 
not so much of the larger, reputable 
radio stations, but of the smaller 
stations. 


“New York being one of the 
largest centers of population, these 
programs pour into us from nests 
of smaller radio stations in sur- 
rounding communities outside of 
our own city and state. 


Advertisers’ Products Analyzed 

“While we are constitutionally op- 
posed to the principle of censorship, 
we feel that the practice which has 
been adopted by the leading radio 
stations of submitting their adver- 
tisers’ health products and service 
for the approval of local health de- 
partments might be an effective way 
of handling this among the other 
stations.” 

Discussing the new co-operating 
committee of the Federal Trade 
Commission and the Department of 
Agriculture, Mr. Campbell pointed 
out that “when the reader notices 
élaims in advertising that a certain 
medicinal preparation will cure cer- 


HEADS ADVERTISING 
COMMITTEE 


H. V. Jamison 


The advertising committee of the 
subsidiary manufacturing companies 
of the United States Steel Corpora- 
tion recently met in Chicago to dis- 
cuss advertising plans for 1930. 

This committee is headed by H. V. 
Jamison, of Pittsburgh. Other mem- 
bers are: 

Group counselors at Pittsburgh, W. 
L. Schaeffer, National Tube Com- 
pany; R. L. Twitchell, Carnegie Steel 
Company. 

Group counselors at Chicago: C. R. 
Moffatt, Illinois Steel Company; Max 
A. Berns, Universal Portland Cement 
Company, and Wilmer H. Cordes, 
American Steel and Wire Company. 

The cement interests of the Cor- 
poration have been enlarged by the 
acquisition of the Atlas Portland Ce- 
ment Company. 


Goode Would Kill 


“It Pays to Advertise” 


Kenneth M. Goode, author of 
“Turning People Into Gold” and 
other notable books on advertising, 
told the Chicago Advertising Coun- 
cil January 9 that a new system of 
political economy is being developed 
in America, and that advertising will 
be’'a more important factor in the 
new economics than the old. 


“Advertising men themselves 
should kill the slogan, ‘It pays to 
advertise,’” he declared. “It pays 
only if it is well done, and if all the 
marketing factors are right.” 

The speaker closed by declaring 
that the chief service of advertising 
is acting as the advance agent of the 
public to the manufacturer, rather 
than the reverse. 

“Let advertising tell the public 
about the things it wants, rather 
than force them to buy things they 
don’t want,” he insisted. 


Nashville Advertisers 
Optimistic 

Nashville, Tenn., Jan. 17.—If there 
is a business depression, 1930 na- 
tional advertising appropriations in 
Nashville do not show it. Eleven 
firms here and two schools have 
contracted for $570,000 worth of 
space. 

New among national advertisers is 
the J. W. Carter Shoe Company, for 
which the Casey-Lewis Agency will 
expend a large sum for the Quality 
Five shoe. 

The Allen Manufacturing Company 
and Caldwell & Company, investment 
bankers, will spend $100,000 each. 

The Rigo Chemical Company, man- 
ufacturers of Kill-Ko, will spend ap- 
proximately $35,000 in advertising in 
the South. The Walter Fred Hosiery 
Mill will spend $45,000; Colonial 
Milling Company, makers of Polly 


Rich flour, $30,000, and Ward- 
Belmont College, $15,000. 
Cc. P. Clark, Ine., advertising 


agency, reports a gain of 83 per cent 
in business for 1930 over 1929. The 
Casey-Lewis Company reports an in- 
crease of between 20 and 25 per cent. 


tain diseases, in many cases he is 
already persuaded that the medicine 
is effective, and buys it with that 
claim in mind, although the same 
claims are omitted on the label of 
the product.” 

In spite of this, the Department 
of Agriculture has been able to 
make effective use of advertising, 
presenting it in court trials, at which 
the courts have usually accepted the 
advertising as evidence of what a 
manufacturer intends by his labels. 


Teletypesetter 
Mechanical Aid 
to Advertisers 


New York, Jan. 17.—The leading 
advance made by the graphic arts in 
1929 consisted of the perfection of 
the teletypesetter, according to Win- 
field S. Hudson, chairman of the 
progress report committee, Printing 
Industries Division, American Society 
of Mechanical Engineers. Mr. Hud- 
son’s complete report was published 
in the January issue of Mechanical 
Ungineering, official publication of 
the organization. 

The teletypesetter, as its name in- 
dicates, is a device by which type- 
setting machines set type by tele- 
graph. It is described as compara- 
tively simple. Its use will expedite 
transmission of advertising as well 
as news. 

A new color press has _ been 
brought out in the magazine field, 
Mr. Hudson said. 

“This press will print up to five 
colors on a sheet at one passage 
through the press, the sheets being 
flat-fed instead of from a roll,” he 
explained. “It will take various 
sizes of sheets up to a maximum of 
4744x71 inches. The sheets are auto- 
matically fed from a pile and the 
length of run between final color 
and the delivery pile gives a consid- 
erable interval of time for some 
preliminary drying of the ink.” 

The speed of the press is 3,000 
sheets per hour, which, with five 
colors, is the equivalent of 15,000 
sheets on a single color press. 


Retail Education Spreads 


Because of additional demand for 
its services, the Federal Board for 
Vocation Education, Washington, is 
seeking additional personnel and 
funds. The Laundry Owners’ Na- 
tional Association reports that 10,000 
laundry drivers and salesmen took 
the courses in 1929. Similar pro- 
grams have been established by the 
National Association of Meat Dealers, 
National Association of Retail Gro- 
cers and the National Retail Dry 
Goods Association. 


Reorganize Department 

The Campbell-Ewald Company, De- 
troit advertising agency, has com- 
pleted a reorganization of its media 
department, of which Joseph Hardi- 
gan is manager. .L. D. Fibert has 
been transferred to the screen ad- 
vertising department. M. B. Tuni- 
cliff is now assistant in charge of 
metropolitan newspapers and A. 8. 
White is in charge of magazines. 
A. H. Hayes has been placed in 
charge of community newspapers. 


Placing Philadelphia 
Campaign 

The forthcoming campaign of the 
Philadelphia Business Progress As- 
sociation will be placed by the 
Hancock Payne Advertising Organ- 
ization, of Philadelphia. This agency 
is now placing contracts with na- 
tional magazines, newspapers and 
business papers. 


“Eyes Examined Free” 
O. K. 


An optometrist may advertise 
“eyes examined free,” the Indiana at- 
torney general has ruled, and the 
State Board of Optometry has no 
authority to provide otherwise by 
regulation. 


Plan Bird Cage Campaign 

The Midado Import Company, of 
New York, importers of bird cages, 
has retained the Hazard Advertising 
Corporation, of that city, to plan an 
advertising campaign. General mag- 
azines, business papers and direct 
mail will be used. 


Film Papers Merge . 

Weekly Film Review, of Atlanta, 
has been merged with Ezhibitors’ 
Tribune, of the same city, and will 
serve as the Southeastern unit of 
Associated Publications, Inc. The 
main office of this organization is in 
Kansas City. 


With Carpet Manufacturer 

George A. McDonald, formerly as- 
sistant to Colonel Gilbert Durston, 
advertising manager of Mohawk Car- 
pet Company, has been appointed 
advertising manager of the Firth 


Carpet Company, New York. 
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ADVERTISING AGE 


SUPERLATIVE 
PACKAGING IS 
JACOBS POLICY 


Will Meet Supreme Test at 
Point of Sale 


New Orleans, Jan. 17.—While the 
Jacobs Candy Company, Ltd., secured 
a 32 per cent gain in volume in 1929, 
the 20 per cent increase in the 1930 
advertising appropriation is not based 
on that fact. R. R. Bartlett, adver- 
tising manager of the company 
explained: 

“The advertising budget of a manu- 
facturer of articles sold in retail 
stores throughout the nation and 
with a considerable export distribu- 
tion should not be based entirely 
upon the sales volume of the '‘preced- 
ing year. We are making up our 
budget on our estimated possible 
total for the coming twelve months. 
This means extension of exploitation 
in both territory and mediums. It 
means wider use of the methods we 
have tried and found successful, and 
introduction of methods we believe 
to be in the path of progress but 
have not yet used.” 

The appropriation will be spread 
evenly over the types of advertising 
heretofore found effective; co-opera- 
tive national magazine advertising, 
newspaper advertising, direct mail 
promotion, swuperlatively effective 
packaging of its product, and exten- 
sive dealer helps. In addition to 
this added 20 per cent on forms of 
promotion already used, the 1930 
budget provides for radio advertising, 
with an elastic provision to take care 
of the more or less unpredictable cost 
as this field develops, and virtually 
removes all restrictions on its direct 
mail expenditure. 

The second reason for the increased 
budget. Mr. Bartlett explains as the 
inevitable response to the trend of 
progress in merchandising through 
retail store distribution. 

“Business methods have changed 
and are changing almost overnight,” 
Mr. Bartlett said. ‘Manufacturers 
are realizing the urgent importance 
of working with retailers in a sincere 
effort to increase the usefulness of 
the retailers to the customers they 
serve. The responsibility of manu- 
facturers formerly began and ended 
with the purely mechanical labor of 
producing an article for the retail 
trade. It is necessary now for the 
manufacturer to follow his merchan- 
dise all the way through. 

“This is sound economics. It 
means, however, that each year is 
likely to witness a new high level in 
advertising appropriations. 


“We shall continue our co-operation 
with the National Confectioners’ 
Association, through which we par- 
ticipate in buying space in The Satur- 
day Evening Post, Liberty, Cosmopoli- 
tan and the American Magazine. We 
are about to supplement this co- 
operative national coverage with bill- 
board advertising tying in with it, 
and will also tie in a part of our 
local newspaper advertising in three 
New Orleans newspapers. We will 
also achieve a tie-up in our letter 
campaigns. 


“We have allowed a generous in- 
crease in our budget for packages. 
The seasonal appeal of the package is 
of great value all along the line. We 
are now putting constructive and re- 
munerative effort into the dual pack- 
age idea, which serves a double pur- 
pose: it packages and helps sell the 
candy and it is also so designed that 
it may be kept and used long after 
the candy is gone. The box, properly 
designed and exploited as a dual 
gift, will be kept, acting as a perma- 
nent advertisement for its maker and 
the retailer who sold it, because of 
its intrinsic worth, perhaps as a 
glove or handkerchief container.” 

The company has attached waxed 
flowers to some of its packages, ad- 
vertising the idea that the flowers 
could be worn as corsage or shoulder 
flowers, according to the type of 
flower and design. Another Jacobs 


package has contained a puff and a 


Canada Government 
To Take Over Radio? 


Ottawa, Jan. 17—(By wire) 
—Following a Royal Commis- 
sion report which recommended 
that broadcasting in Canada be 
taken out 6f private hands and 
controlled by the Government, 
the Canadian Federal Cabinet 
is considering a radio control 
bill to be presented to Parlia- 
ment at its coming session. 

Under this proposal, radio 
advertising would be bought di- 
rect from the Government. 
Much stricter regulation would 
be enforced. 


powder box. Other boxes are, in 
themselves, additions to a dressing 
table. No expense has been spared 
in calling the attention of gift selec- 
tors and probable gift recipients to 
this dual gift idea, both directly and 
through the retailers who distribute 
the candy. = 

“Our ‘signs at point of sale,’” said 
Mr. Bartlett, “include window decora- 
tions, counter cut-outs, counter em- 
bellishments, pennants, window 
strips, and box stands, all definite 
advertising aids to the retailer. We 
see to it that the helps are given 
advantageous positions.” 

Commenting on advertising abroad, 
Mr. Bartlett said: 

“Our national magazines circulate 
outside America proper, of course, 
and we get results from them. We 
have not found foreign newspapers, 
especially the Latin-American press, 
satisfactory, at least not consistently 
so. Placards, counter displays and 
window trims printed in Spanish, are 
worth the effort we put into them. 
Packaging has to be differentiated as 
between the two Americans. 

“As for domestic trade, the pulling 
power of advertising is put to the 
supreme test when the retailer puts 
before the consumer a number of 
competing packages and it is the 
package as well as the trade-mark, 
the slogan, or the brand which 
decides which product will be bought. 

“The public responding to our ad- 
vertising must find convenient distri- 
bution and that is why we are in- 
creasing our entire budget for 1930. 
We are spending more to create a 
demand for our products, we are 
keeping it easy for the public to find 
a retailer of our line and we are 
helping the retailer to write ‘finis’ 
to the transaction.” 


Appointed by New York 


Sun 

H. K. Clark has been appointed 
Western director of the New York 
Sun and Frank A. Munsey Company. 
Mr. Clark, who succeeds the late 
Charles H. Stoddart, will make his 
headquarters in Chicago. A gradu- 
ate of the University of Wisconsin, 
Mr. Clark has been identified with 
advertising for twenty-five years. He 
is a past president of the Newspa- 
per Representatives’ Association of 
Chicago. 


Chain Is Retailer’s Friend 


The chain store is a friend in dis- 
guise for the specialty store, Earl A. 
Hulce, Toledo merchant, told the 
Cincinnati Advertisers’ Club at its 
meeting Wednesday. The chain 
store is a price buyer, leaving the 
quality independent a clear field, he 
argued. 

The Cincinnati club will give its 
first annual dinner dance on Febru- 
ary 1, President E. L. Becker an- 
nounced. 


Open Foreign-Service 
Department 


The Foss-Soule Press, printing es- 
tablishment of Rochester, N. Y., has 
established a foreign service depart- 
ment for manufacturers doing an 
export business. The new department 
is in charge of A. Rojas Villalba, a 
graduate of Southern American Uni- 
versity. Printing service will be 
available in almost any language. 


Howes Made Treasurer 

G. E. Howes was named treasurer 
of G. F. Barthe & Co., advertising 
agency of Syracuse, N. Y., at the an- 
nual meeting recently. Mr. Howes 
succeeds C. A. Call, resigned. 

James B. Lennie, formerly in the 
advertising department of the Fed- 
eral Radio Corporation, Buffalo, has 
joined the Barthe agency 


January 18, 1930 


Will Give Annual 
Award for Help 


to Agriculture 


The first annual Capper Award for 
distinguished service to American 
agriculture will be given in Decem- 
ber, 1930. Though by inference the 
rendition of the service must take 


Arthur Capper 


place in 1930, actually, no time limi- 
tation is imposed. 

Arthur Capper, nationally known 
publisher of Topeka, Kan., made this 
explanation in announcing’ the 
award: 

“My objective is to provide a con- 
crete expression of gratitude to some 
of the people who make contributions 
of national importance to American 
agriculture and to assist in stimu-— 
lating public appreciation of un- 
usually fine service to our basic 
industry.” ‘ 

The Capper Award will consist of 4 
a gold medal and $5,000 in cash. 
Any living American is eligible, but — 
no person may receive it twice. ; 

The Committee on Awards is made © 
up of F. D. Farrell, president, Kansas 
State Agricultural College; John H. 
Finley, editor, New York Times; 
James T. Jardine, director, Oregon _ 
Experiment Station; Frank O. Low- 
den, ex-Governor of Illinois; and 
Walter T. Swingle, of the United © 
States Department of Agriculture. 

F. B. Nichols, of Topeka, is secre-~ 
tary of the committee. 


Appoint F. G. Peck 


The United Fashion Company, Inc., 
New York, has appointed Frederick 
G. Peck as advertising manager of 
Fashionable Dress and the _ other 
fashion publications issued by the 
company. Mr. Peck has been affiliated 
with the advertising staff of the 
Elks’ Magazine. 


Form New Agency 
McMullen, Sterling & Chalfant, 
Inc., has been formed in New York 
to succeed the Robert M. McMullen 
Company. Officers include E. M. 
Sterling, president; E. N. Chalfant, 
vice-president, and Robert M. Mc- 

Mullen, chairman of the board. 


Advertise New Product 

The Collins & Aikman Corp. 
manufacturer of automobile seat 
covers, is planning to manufacture 4 
newly patented rubber-backed carpet, 
and has engaged the New York office 
of N. W. Ayer & Son, Inc., to handle 
its advertising. 


Sugar Papers Merge 
The Planter and Sugar Manufac 
turer, Sugar and Facts About Sugar 
have merged. The resulting paper, 
Facts About Sugar, will be published 


ee ee ee 


by Sugar Publications, Inc., NeW 
York. E. W. Mayo is editor. 


Snyder in London 
Julian M. Snyder, formerly on the 
staff of the Daniel E. Paris Com 
pany, Boston agency, is now with 
Erwin, Wasey & Co., Ltd., Londot, 
as an account executive. 
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NEJLA. STARTS | 
1930 COURSES 
IN ADVERTISING 


First Will Be Great Lakes 
Division 


New York, Jan. 16. — Under the 
direction of C. J. Eaton, chairman, 
the electrical advertising committee, 
commercial section, National Electric 
Light Association, is launching sev- 
eral electrical advertising courses in 
various geographic divisions, similar 
to those held during the past two 
years. 

The first will be that of the Great 
Lakes division, under the _ super- 
vision of M. R. Rodger, chairman of 
the electrical advertising sub-com- 
mittee. It will be a three-day ses- 
sion and will be held at the Edge- 
water Beach Hotel, Chicago, Janu- 
ary 20, 21 and 22. The program will 
include vital subjects handled by 
capable men on electric sign selling 
and the characteristics of the me- 
dium. Special effort will be made to 
encourage central station interest in 
electric sign sales and to bring about 
a greater cooperation between sign 
manufacturers and central stations. 

Through the efforts of Thorne 
Browne, director of the Mid-West 
division of the N. E. L. A., plans are 
being made to hold a two-day elec- 
trical advertising school at Kansas 
City some time in February. This 
division embraces the states of Ne- 
braska, Iowa, Kansas and Missouri. 


Subjects on Program 


Among the subjects to be discussed 
will be “Cooperative Development of 
the Electrical Advertising Field,” 
“Popular Types of Signs,” “Sign De- 
sign,” “Sales,” ‘Structural Design 
and Supports,” “Sign Finishes,” 
“Motion and Color,” “Time Clocks,” 


“Interior Signs,” “Floodlighting,” 
“Developments of Neon,” ‘Neon 
Characteristics,” “Sign  Mainte- 


nance,” and “Central Station Sales.” 

Sign manufacturers will present 
displays of all the latest types of 
signs, for which there will be a 
charge of floor space. A small regis- 
tration fee will be charged to those 
attending the school sessions. 

Chas. F. Wells, chairman of the 
sub-committee on electrical advertis- 
ing, Empire District Electric Com- 
pany, Joplin, Mo., should be ad- 
dressed by those interested in at- 
tending this school. 

W. J. Moore, newly appointed 
chairman of the publicity commit- 
tee, metropolitan section, N. E. L. A., 
New York 
City, has announced that this section 
will sponsor an electrical advertising 
school at the Westinghouse Lighting 
Institute, Grand Central Palace, New 
York City, February 26, 27 and 28. 
E. A. Mills, New York Edison Com- 
pany, will be chairman of the event. 
Subjects and speakers have been 
tentatively outlined as follows: 

First day—“Importance of the 
Sign Load,” M. S. Sloane; ‘Electrical 
Advertising: Its Scope and Forms, 
Its Present Position and Its Poten- 
tialties for the Advertiser, the Cen- 
tral Station and the Sign Manufac- 
turer,’ E. E. Whitehorn; “Making 
the Sign a Real Advertisement: De- 
signs Which Effectively Present 
the Message to the Advertiser,” 
George L. Johnson, Rainbow Lights, 
Inec.; “Ordinances: For the Promo- 
tion Rather Than the Unnecessary 
Restriction of the Business,” Mr. Bee- 
han, General Outdoor Advertising 
Co. 

Other Addresses Scheduled 

“Patterns in Light: How They 
Differ from the Printed Page of 
Lithograph,” G. R. LaWall, National 
Lamp Works; “How to Render Signs 
Clean-cut and Effective Under Va- 
tious Conditions of Distance, Loca- 
tion, ete.,” Willard Brown; ‘‘How to 
Light Painted Signs and Boards,” 
R. S. Iremonger; “Sign Finishes: 
Paint, Lacquer,” Albert Hines; 
“Sign Finishes: Copper and Fired 
Enamel,” Wray P. White; “Sign 


Confidence Restored 
by N. Y. Auto Show 


New York, Jan. 16.—The 
automobile show did much to 
restore optimism among execu- 
tives of automobile manufactur- 
ing companies, who now believe 
that sales for the first half of 
1930 will be much better than 
they expected a fortnight ago. 

This is the summary of the 
show given by Norman G. 
Shidle, directing editor of the 
Chilton Class Journal Com- 
pany, Philadelphia, a unit of 
the United Business Publishers. 


Structures and Physical Placement,” 


T. R. Eilenberg; “Up to the Sign,” 
H. CC. MacNary; “Incandescent 
Lamps,” E. B. Fox; “Color Effects: 
Increasing Advertising By Their 
Use,” D. W. Atwater; “Motion, the 
Powerful Attention Getter: How It 
May Be Applied,” James H. Betts. 

Second day—“Time Switches,” E. 
B. Fox, Cantelo White and others; 
“Maintaining the Sign at Full Value,” 
Robert T. Battle; “Designs and 
Characteristics of Tube Signs,” Mr. 
Huking; ‘Maintenance of Gaseous 
Tube Signs,” Mr. Somerville; ‘“In- 
terior Signs,’ J. T. Holmes, Mr. 
Halling and L. Herzog; “Airway 
Signs and Markers,” John Grove, 
Department of Commerce. 

“Floodlighting as a Means of Ad- 
vertising Electricity,” J. Hoeveler; 
“Decorative Lighting for Special 
Purposes,” A. Paulus; ‘Cooperative 
Delevopment of the Field,” C. L. 
Law; “The Plan Book and How It 
Assists in Arranging for Sign Pro- 
motional Activity,’ Walter J. Moore. 

Third day—‘Symposium on Sales 
Ideas for Sign Manufacturers,” J. 
Casey, L. Herzog, Mr. Somerville; 
“Symposium on Sales Ideas for Cen- 
tral Stations,” E. A. Mills, W. T. 
Blackwell and H. H. Balkam. 

A special dinner will be in charge 
of T. S. Donovan, and a trip to see 
local electrical advertising displays 
will be under the direction of Mr. 
Mills and Franey Reilly. 


Crain Appoints Committee 


G. D. Crain, Jr., president of the 
National Conference of Business Pa- 
per Editors, has appointed the fol- 
lowing committee to co-operate with 
the National Business Survey Con- 
ference, of which Julius H. Barnes, 
chairman of the board of the United 
States Chamber of Commerce, is 
chairman: 

Norman G. Shidle, Chilton Class 
Journal Company, Philadelphia, 
chairman; Samuel O. Dunn, Railway 
Age, Chicago, vice-chairman; Dr. H. 
C. Parmelee, McGraw-Hill Publishing 
Company, New York; Earl L. Shaner, 
Iron Trade Review, Cleveland, and 
Virgil B. Guthrie, National Petroleum 
News, Cleveland. 

The committee was appointed at 
the request of Mr. Barnes. 


Elected Vice-Presidents 


Carl H. Eiser, advertising director 
of The Underwear & Hosiery Review, 
has been elected vice-president of the 
Knit Goods Publishing Corporation, 
New York. 

Bertram Lebhar, editor-in-chief of 
The Underwear & Hosiery Review 
and Knitted Outerwear Age, has been 
elected vice-president of the Knit 
Goods Publishing Corporation and 
vice-president of Sweater News, Inc., 
a subsidiary corporation. 

Kugene C. Webb, advertising direc- 
tor of Knitted Outerwear Age, has 
been elected vice-president of Sweater 
News, Inc. . 


Joins Coast Agency 

K. C. Ingram, who has been adver- 
tising manager of the Southern Pa- 
cific Company, Portland, has been 
named manager of the San Francisco 
office of Lord & Thomas and Logan. 

Leith Abbott, who has been in the 
advertising department of the Long- 
Bell Lumber Company, Longview, 
Wash., has been appointed director 
of the Southern Pacific Company's 
publicity department in Portland. 


Join Advertising-Sales 


Courses 

Joplin, Mo., Jan. 16.—An advertis- 
ing course has been introduced in the 
senior class of the local high school 
as a hook-up with classes on sales- 
manship hitherto held. The same 
students are expected to take both 
courses, of which Harry C. Chamber- 
lain is in charge. 


Senators Debate 
Modification of 


Packers’ Decree 


Washington, Jan. 16.—Retention of 
the packers’ consent decree as a bar- 
rier between the “giant packers” and 
“monopolistic control of the nation’s 
food supply” was urged in the Sen- 
ate by Senator Black, of Alabama, 


The Attorney General, William D. 
Mitchell, has been requested to con- 
sent to an annullment, Senator Black 
said. Senator Kendrick, of Wyoming, 
favored modification. He said that 
nearly every farm and livestock asso- 
ciation in the country has petitioned 
the Attorney General to modify the 
decree, on the ground that it wifi 
facilitate the movement of livestock 
commodities from producer to con- 
sumer. 


“My information, however, is that 
the Attorney General has definitely 
decided to take no action,” said Sen- 
ator Kendrick. “It is my opinion 
that the four or five large concerns 
involved in the decree are handling 
a smaller proportion of meat prod- 
ucts today than at any time in 40 
years. The growth of chain stores 
has been exactly opposite.” 


Swift & Co. and affiliated agencies 
will be heard late this month by the 
Supreme Court of the District of Co- 
lumbia after several postponements. 
The decree was entered in 1920 and 
later upheld by the Supreme Court 
of the United States. The packers 
wish sufficient modification to enable 
them to engage, among other things, 
in the retail selling of meat and meat 
products, and the handling and dis- 
tribution of other food products. 

“The natural tendency of this 
would be a further concentrated and 
monopolistic control of the food 
supply of the nation,” asserted Sen- 
ator Black. 

“If this decree is annulled, the 
packers will be free to open chain 
stores of all kinds in every city in 
America, for the sales of everything 
eaten and used; to operate railroads, 
railroad terminals and newspapers. 

“In the petition for annullment the 
packers predict that within a few 


years the entire food supply of the’ 


nation will be dominated by four or 
five great corporate chain store sys- 
tems. 

“If the packers’ decree is modified, 
the Sherman anti-trust law is dead.” 


Has Montreal Office 


The Evening Telegram, Toronto, 
has opened a Montreal office at 1070 
Bleury street, with R. B. Hara as 


The petition of Armour & Co., ‘resident advertising representative. 


Bacon, Morrow Discuss 


Industrial Publicity 


R. W. Bacon, advertising and pub- 
licity manager of Fairbanks, Morse & 
Co., Chicago, and L. V. Morrow, edi- 
tor of Industrial Engineering, Chi- 
cago, discussed the subject of indus- 
trial publicity at the January 13 
meeting of the Engineering Advertis- 
ers’ Association, held at the Chicago 
Press Club. 


Mr. Bacon emphasized the fact that 
material offered for publication 
in business papers should be written 
from the standpoint of the interest 
of the reader, and with the commer- 
cial or promotional features omitted. 
Mr. Morrow said that the industrial 
editor is glad to have good informa- 
tion regarding new products, applica- 
tions, ete., but that most syndicated 
“releases” go into the waste-basket. 


Sweet’s Offers Catalog 
of Catalog Facts 


Sweet’s Catalogue Service, New 
York, has published an interesting 
analysis of the use of the catalog in 
the industrial field, called “A Catalog 
of New Catalog Facts.” It analyzes 
the function of the catalog, records 
percentages of maintenance in indi- 
vidual and consolidated catalogs, and 
compares production costs. Copies 
may be obtained by addressing 
Chauncey L. Williams, vice-president 
of the F. W. Dodge Corporation, 119 
W. Fortieth street, New York. 


markets. 


textiles? 


Data Book. 


etc. 


A Complete Reference Work 
for Advertisers 


~ The Market Data Book for 1930, just off the press, 
should be in the library of every advertising manager 
and agency executive. Here, in one convenient volume, 
is assembled detailed information on a hundred major 


Do you want to know how many retail outlets there 
are for gasoline? It’s in The Market Data Book. Do 
you want to know what section produces the most 
It’s in The Market Data Book. Or how 
much steel is used by the automotive industry .. . or 
how many shoe dealers there are in the country ... or 
how materials flow through a heavy clay products 
plant, in terms of equipment. . .? 


All this, in a single volume, carefully indexed and 
classified, and with a complete directory of business 
publications covering these markets, with all essential 
data on rates, mechanical requirements, circulation, 


You can have this vital reference work FREE. Let us 
enter your order for one year’s subscription to Class 
& Industrial Marketing—the national spokesman of 
specialized advertising and sales—and we will send 
you immediately this great reference work. 


Send today before the edition is exhausted. 


THE MARKET DATA BOOK 


537 South Dearborn Street 


It’s in The Market 


Chicago 
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AgencyExecutives 
Meet at Breakfast 
to Start the Week 


Los Angeles, Jan. 17—A weekly 
breakfast-conference, scheduled for 
Monday morning at 7:30 is a feature 
of the 1930 policy of the Mayers Com- 
pany, Inc., local advertising agency. 
These conferences are being held at 
the breakfast table of the Los An- 
geles Commercial Club. 

The Mayers Company operates its 
own printing plant, and when condi- 
tions suggest this step, department 
heads and foremen are invited ti the 
Monday breakfast. 

The purpose of these  breakfast- 
conferences, according to Arthur 
Mayers, treasurer of the company, 
is both social and business. Among 
other things, the breakfasts encour- 
age a more intimate acquaintance be- 
tween executives in every depart- 
ment of the business than would be 
attained in the regular course of 
business. The effect is psychological, 
tending to foster harmonious co- 
operation. 

The Monday breakfasts, it is hoped, 
also will remove the noted Monday 
morning blues and send the execu- 
tives into a busy week prepared for 
anything it may bring. The idea, 
incidentally, originated with one of 
the company’s clients. 


Women Start Detroit 
Agency 

Two women have. established 
Letters, Inc., in Detroit to provide 
a complete mail advertising service. 
They are Miss Marie Olson, who has 
been advertising manager of the 
Chope-Stevens Paper Company, and 
Mrs. Florence E. Chapman, formerly 
on the sales promotion staff of the 

Detroit Steel Products Company. 


New Account for Morgan- 
Todd 


The Barnes Manufacturing Com- 
pany, Mansfield, O., manufacturers 
of power and hand pumps, enamel 
ware and plumbing fixtures, has 
placed its account with the Morgan- 
Todd Company, of Mansfield. 


ADVERTISING AGE 


Exports to Russia 
Increase Ninefold 


Washington, Jan. 16—Export 
trade with Russia for Novem- 
ber, 1929, amounted to $9,636,- 
848, or ten times the volume 
for November, 1928. Contrib- 
uting to the increase were ship- 
ments of tractors, raw cotton, 
rosin and electrical equipment. 

This gain was recorded in 
the face of declines of U. S. 
exports to 29 countries. 


Checker Cab Loses Case 


A manufacturer of taxicabs who 
sold cabs bearing its trade-mark to 
another company, persuading the 
latter to establish a transportation 
business under the trade-mark, may 
not enjoin the use of the trade-mark 
by the company on cabs made by a 
third concern. 

This ruling was handed down at 
Cincinnati by the Circuit Court of 
Appeals, Sixth District, in the case 
of the Checker Cab Manufacturing 
Corporation versus the Green Cab 
Company and others. 

The plaintiff cannot appropriate 
the trade-mark for a newly organized 
taxicab company. It was held that 
it has no territorial rights in the 
area in which the defendant operated. 


Radio Fans Want Classic 
Music 


The Roxy Symphony Orchestra, 
reaching the New York public over 
Station WJZ, is the most popular 
radio offering, a contest conducted by 
the New York Telegram indicates. 
Following in order were True Story 
Hour, over WABC; Main Street 
Sketches, WOR; Palmolive Hour, 
WEAF; Majestic Theater of the Air, 
WABC; Paul Whiteman-Old Gold 
Hour, WABC; and B. A. Rolfe’s 
Lucky Strike Orchestra, WEAF. 


Wrigley in Street Cars 

The William Wrigley Jr. Company, 
of Chicago, has placed an _ uncan- 
cellable advertising contract with the 
Street Railways Advertising Com- 
pany, New York, for a card in every 
street car in the United States in 
1930, F. R. Barnard, national adver- 
tising manager, announced. Wrigley 
has used the car cards for thirty con- 
secutive years. 


stitutional market. 


hospital subscribers. 


The hospital field is a two- 
paper market! 


There are well over 9,000 hospitals and allied institu- 
tions in the United States and Canada. 
magazines of verified circulation covering this vast in- 
One shows a total of 5,017 sub 
scribers in hospitals—including, naturally, many hos- 
pitals where more than one copy is received. The 
other, Hospital Management, shows a total of 3,632 
The total of the two is consid- 
erably less than the total number of institutions. Both 
of these leading journals draw their circulation from 
the field at large, and attract approximately the same 
types of hospitals. But with this situation as it is in 
regard to coverage, neither journal even approaches 
dominance. Two papers must be used to attain real 
coverage of this great institutional field. Send for the 
portfolio recently issued by Hospital Management, 
“The Hospital Field—a Two Paper Market.” 


Hospital Management 
53'7 South Dearborn Street, 
Chicago 


There are two 


January 18, 1930 
—-___—___} 


Coming 
Conventions 


Jan. 20-21— Outdoor Advertising 
Assn. of Pennsylvania at Fort Stan- 
wix Hotel, Johnstown. 

Jan. 20-21—Pennsylvania Newspa- 
per Publishers’ Assn. at Hotel Lycom- 
ing, Williamsport. 

Jan. 21.—New England Daily News- 
paper Assn. at Copley Plaza Hotel, 
Boston. 

Jan. 21-22—New York State Pub- 
lishers’ Assn. at Syracuse Hotel, Syra- 
cuse, N. Y. 

Jan. 27-29—Board of directors of 


Pacific Advertising Clubs Assn. at 
Portland, Oreg. 
Feb. 3-5—Telephone Supervisors 


Conference of Classified Advertising 
Managers at Schroeder Hotel, Mil- 
waukee. 

Feb. 4-5—Outdoor Advertising 
Assn. of Northern States at Nicollet 
Hotel, Minneapolis. 

Feb. 6-7—Outdoor Advertising 
Assn. of Indiana at Lincoln Hotel, 
Indianapolis. 

Feb. 28-March 1—fFifth District, 
Advertising Federation of America, 
at Battle Creek, Mich. 


Issues Sans Serif Faces 


Metroblack and Metrolite are the 
names of two new and original sans 
serif faces introduced by the Mergen- 


pannenamnnennnmma 

! 
THIS is a specimen of 12! 
Point Metroblack in com- | 


| bination with 12 Point | 


Metrolite 
aa atin 
thaler Linotype Company, New 
York, and now available on the 


Linotype. 

These faces, designed by W. A. 
Dwiggins, have an interesting vari- 
ation of accents in light and heavy 
strokes; each letter is terminated in 
such a way as to Jead into the next, 
so that the letters flow easily into 
word forms. 

Metroblack is a face of vigorous 
color. Metrolite is a lighter “echo” 
for daintier effects. Metroblack is 
available in 10, 12 and 14 point in 
combination with Metrolite; 18 point 
Metroblack also is available. Larger 
sizes are in process of manufacture. 


Radio Finances Improved 


Radio stations, which for nine 
years have lost money as the result 
of their operations, are gradually 
getting on a paying basis, according 
to a report of the Federal Radio 
Commission. Of 342 stations which 
have made complete returns, 168 
showed a net profit, while 174 lost 
money. 

Of 1,252,802 hours consumed by 
610 stations, the total time sold, ex- 
clusive of chain programs, was 410,- 
426 hours, or about 33 per cent. The 
total time used for station programs 
and promotion of good will for the 
broadcaster’s own business is placed 
at 51 per cent. 

Of total broadcasting time, only 
156,581 hours, or 13 per cent, were 
chain programs. 


N.Y. Agencies Merge 


The H. S. Howland Advertising 
Agency, Inc., and the C. J. Oliphant 
Advertising Agency, Inc., both of 
New York, combined their organiza- 
tions in January under the firm name 
of Howland, Oliphant & MclIntyre, 
Inc., to be located at 2 Park Avenue. 

The following officers have been 
elected: O. E. McIntyre, president; 
Edward H. Acree, vice-president; C. 
J. Oliphant, secretary-treasurer; H. 
W. Howland, chairman of the board. 

H. E. Wade, M. P. Taylor and F. L, 
Roberts are account executives. 
Hugh M. Smith is copy chief, Frank 
E. Lyon, art director, and William 
Busse, production manager. 

The Oliphant agency was estab- 
lished in 1916, and the Howland 
agency in 1898. 


Made U. P. C. Director 


Ernest C. Hastings has been elected 
to the directorate of the United Pub- 
lishers Corporation, the largest sub- 
sidiary of the United Business Pub- 
lishers, Inc., New York. Mr. Hast- 
ings is editor-in-chief of Dry Goods 
Economist and managing director of 
the Hart Publications, Inc., both of 


|| which are units of the U. B. P. 


George R. Chester, Jr., 
Is Advertising Manager 


George Randolph Chester, Jr., 
son of the author of Get-Rich- 


Quick Wallingford, and other 
popular stories, is the newest 
member of the Cincinnati Adver- 
tising Club. Mr. Chester has 
been appointed advertising man- 
ager of the Palm Brothers Decal- 
comania Company, Cincinnati. 


Tobacco Jobbers 
Carry Troubles 
to Commission 


Boston, Jan. 16. — George J. 
Wemyss, chairman of the Joint Na- 
tional Committee of Tobacco Retail- 
ers and Jobbers, is devoting his at- 
tention to getting new members for 
that organization, with the idea of in- 
teresting the Federal Trade Commis- 
sion in the woes of the tobacco trade. 

On a recent visit to Washington, 
Mr. Wemyss learned that where 50 
per cent of an industry requests it, 
the Federal Trade Commission will 
call a meeting to create and adopt 
a code of trade practices. 

Mr. Wemyss now proposes. to 
ascertain whether or not 50 per cent 
of the tobacco jobbers and retailers 
of the country are interested in “a 
living profit” on their sales. 

In the current issue of The Tobacco 
Leaf, Joseph Sanderson, of Boston, 
newly elected president of the Greater 
Boston Tobacco Retzilers’ Associa- 
tion, asked that manufacturers con- 
sider this plea: 

“The consumer is entitled to his 
money’s worth, but the retailer is 
also a consumer, as well as a pur- 
veyor. He must not be deprived of 
equal participation with the consumer 
and the manufacturer in some of the 
good things they are enjoying all 
too selfishly.” 


Famous Brands Change 


Hands 

Several well advertised brands of 
cigarettes and smoking tobacco here- 
tofore made by the Union Tobacco 
Company become the products of the 
American Tobacco Company, under 
the terms of an agreement by which 
the latter concern takes over a ma- 
jority of the stock of the Union com- 
pany. 

Brands involved include Herbert 
Tareyton, Melachrino, Capstan and 
Three Castle cigarettes, Sweet Chest- 
nut, Willis Latakia, Capstan, Three 
Castle and Herbert Tareyton to- 
bacco. The American assumes con- 
trol of 71 per cent of the Union 
stock. 


Boyd in Country Papers 

Birmingham, Jan. 9—The Boyd 
Manufacturing Company, manufac- 
turers of toilet articles, will increase 
its 1930 advertising budget six-fold. 
This announcement was made by 
W. C. Hamilton, general manager of 
the company. 

Newspaper advertising will be the 
chief medium. Country papers will 
be chiefly employed. 

Something like 4,000,000 pieces of 
direct mail advertising will also be 
dispatched. A large number of sam- 
ples will be distributed. 

The Boyd Manufacturing Com- 
pany’s advertising is handled by the 
Oliver Cox Advertising Agency. 


Hutt Opens New York 


Studio 

Henry Hutt, one of the first na- 
tionally known artists to commer- 
cialize his work, has returned to 
New York from Beverly Hills, Cal., 
and opened a studio at 1652 Pop- 
ham avenue. For the past three 
years he has been doing portrait 
work in the movie colony at Beverly 
Hills. His first commercial illustra- 
tions were made for the Coca-Cola 
Company in 1906. 


Two Accounts to Bigelow 


Erie Meter Systems, Inc., of Erie, 
Pa., manufacturer of meter pumps, 
and the Handy Washer Company of 
Syracuse, manufacturer of the Handy 
Washer, have placed their advertis- 
ing with Burton’ Bigelow, Inc., 
Buffalo agency. The former cam- 
paign will include direct mail and 
business papers, while women’s pa- 
pers, farm papers and mail order 
magazines will be used in the 


washer campaign. 


 Rewiney Reporters 
Kept Sheaffer’s 


Dealers on Alert 


Fort Madison, Ia., Jan. 15.—The W. 
A. Sheaffer Pen Company kept re- 
tailers and their salesmen interested 
in pushing Sheaffer products in 1929 
by the use of “inquiring reporters,” 
who called on each of the 25,000 deal- 
ers carrying the company’s line. 
The retailers and their salesmen were 
warned that sooner or later an in- 
quiring reporter would drop in to 
buy a pen and make a record of the 
sales presentation without disclosing 
his identity. 

About $5,000 was given away in 
prizes during the year, $1,000 or more 
being distributed at the end of each 
quarter. 

The company has not adopted a 
standardized sales talk for retail- 
ers, although this contest developed 
some fine material. It believes the 
most effective selling is done by the 
dealer who utilizes his own experi- 
ence and the tactics suggested by the 
immediate situation. 

The 1929 plan was the brain child 
of Carl K. Hart, advertising and sales 
promotion manager, and was carried 
out under the supervision of the Mc- 
Junkin Advertising Company, Chi- 
cago. 


Court Rules on “Hofood” 


New York, Jan. 17.—The Circuit 
Court of Appeals for the Second 
Circuit has held that the labeling of 
packages, boxes, and barrels in the 
United States with the mark 
“Hofood” and sending them into for- 
eign commerce for sale in foreign 
countries constitutes a violation, un- 
der the trade mark act of 1905, of the 
rights of the manufacturer who owns 
the registered mark “H-O” and may 
be enjoined, both marks being used 
on similar products. 

The merchandise, the opinion ex- 
plains, was shipped from ports of the 
United States, and though intended 
for foreign commerce, the courts of 
the United States have jurisdiction 
to restrain the infringing acts per- 
formed within the United States, it 
was held. 

The opinion stated that it was not 
necessary to a determination of the 
ease to decide the question of 
whether, if the labels were affixed in 
foreign countries, suck acts would 
violate the provisions of section 16 
of the trade mark act of 1905. 

The determination that the two 
marks are in conflict was held to 
have been authoritatively decided 
adversely to the defendant by the 
Court of Appeals of the District of 
Columbia when it affirmed the denial 
of registration of the desired mark. 


Pennsylvania Follows 
Riders 


The Pennsylvania Railroad has 
other advertising. Wherever pos- 
sible, the names and addresses of 
those using its crack trains are se- 
cured, and acknowledgment is made 
in an individually-typed letter. 

“We are pleased to note that you 
were a recent rider on the Liberty 
Limited,” said one such letter, “and 
trust the service and accommoda- 
tions met with your entire satisfac- 
tion. 

“If at any time in the future we 
can be of service to you in connec- 
tion with your transportation ar- 
rangements, please do not hesitate to 
eall upon us.” 

These letters are signed by the di- 
vision passenger agents. 


Marray, Shugg Join Jordan 


R. Stuart Murray, formerly adver- 
tising manager of Aeronautics and 
more recently director of the depart- 
ment of Industrial Aviation Infor- 
mation of the Argentine Bureau, 
New York, has joined Jordan Adver- 
tising Abroad, Inc., New York, as an 
account executive. 

W. I. Shugg, formerly advertising 
manager of the Kolynos Company, 
New Haven, Conn., has also joined 
this agency as manager of its serv- 
ice department. 


Corner Joins Jerome B. 
Gray 

Persis Leslie Corner, formerly ad- 
vertising manager of the Thornton 
Fuller Automobile Company, of Phil- 
adelphia, has joined the copy de 
partment of Jerome B. Gray, 
Philadelphia advertising agent. 
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 reau of the Department of 
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COMMITTEE TO 
ENDORSE FOOD 
ADVERTISING 


(Continued from Page 1) 


of accepted products in the Journal 
in the near future.” 

The announcement of the effective 
operation of this new plan of medical 
supervision of food advertising comes, 
by an interesting coincidence, just 
a week after ApveRTISING AGE report- 
ed the address of Dr. Louise Stanley, 
chief of the Home Economics Bu- 
Agri- 
culture, in which she criticised food 
manufacturers for misrepresentation 
in their advertising on the subject 
of nutrition, and especially on the 
subject of vitamines. 

In his editorial explaining the 
stand of the American Medical Asso- 
ciation and the reasons for the estab- 
lishment of the Committee on Foods, 
Dr. Fishbein said: 

“The pages of popular magazines, 
of newspapers and of medical jour- 
nals contain an increasing number of 
advertisements of food products. The 
growers, producers and distributors 
of such products have learned the 
value of the health appeal. 

“Great campaigns are being pro- 
moted by co-operative organizations 
in favor of meat, of flour, of vegeta- 
bles, of fruits, and of other natural 
foods. 


Have Dramatized Vitamines 


“The vitamin is the most interest- 
ing and mysterious substance that 
has appeared on the medical scene, 
and the alert copy-writers have not 
failed to dramatize the interest that 
it has awakened in both the medical 
profession and the public. 

“Malted milks under various dis- 
guises are vaunted as tonics and as 
sleep producers. 

“The medical profession, awake 
to the newer knowledge of physi- 
ology, is turning its interest in- 
creasingly to the promotion of health 
and to the use of properly selected 
foods for such purposes. Moreover, 
diet is recognized as of great impor- 
tance in the control of diseases affect- 
ing the digestive tract and for the 
management of the degenerative dis- 
eases: diseases of the kidneys and 
of the circulation. 

“As these trends in medical prac- 
tice have developed, the need of some 
body to express judgment of food 
products and food advertising, in the 
same way that the Council on 
Pharmacy and Chemistry considers 
medical preparations, has become ap- 
parent. The Council has therefore 
created a special committee on foods. 


“The manufacturers of food prod- 


ucts, distributors and all others inter- 
ested in the promotion of natural 
food substances or of modified foods, 
for which claims are made in rela- 
tion to the promotion of good health, 
will be asked to submit to the com- 
miftee the products and the advertis- 
ing material used in advancing their 
sale. If a product is of known com- 
position, if the claims made for it are 
justified by the composition and by 
modern knowledge of digestion and 
assimilation, if the advertising is up 
to the standards set by the Council 
on Pharmacy and Chemistry, adver- 
tisements of the product will be per- 
mitted in the publications of the 
American Medical Association, the 
product will be listed in the book on 
foods similar to New and Non-official 
Remedies, and the manufacturers 
Will be permitted to use a symbol in- 
dicating that the product has been 
accepted by the committee for listing 
in the book of foods. 


Report to Be Published 


“If the product cannot reach the 
Standards set forth, a report will be 
Published as is done for drug prod- 
ucts, and advertising of the prepara- 
tion will not be permitted in the 
Publications of the American Medi- 
cal Association. 

“Already several leading manufac- 
turers have indicated their desire to 
co-operate with the committee; the 
8teat advertising agencies have wel- 
Comed the initiation of such a body; 
and there is reason to believe that 
the work of the committee will do 


much to sustain scientific standards 
in a field already mired in a morass 
of hokum and folly. 

“Through its public work, particu- 
larly in the last decade, the Amer- 
ican Medical Association has gained 
the respect and admiration of vast 
numbers of the American people. 
That good will is an asset of no 
slight importance to public health. 
The work of the Committee on 
Foods should do much to carry still 
further the message of good hygiene 
and of scientific medicine.” 

Dr. W. A. Puckner, secretary of 
the Council on Pharmacy and Chem- 
istry, has announced the following 
rules which will govern the accep- 
tance of food products submitted to 
the Committee on Foods: 

Rules Announced 

“Any product which it is desired 
to have considered for ‘Accepted 
Foods’ should be presented to the 
Committee on Foods, American 
Medical Association, Chicago, and 
except in special instances should 
be accompanied by eight trade pack- 
ages, eight sets of descriptive adver- 
tising circulars, etc., and a descrip- 
tion of the article giving its constitu- 
ents and a brief outline of its process 
of manufacture. 

“All foods, non-medicinal in char- 
acter, for which health claims may 
be made or which are advertised in 
medical journals, shall come within 
the scope of the Committee on Foods. 

“Foods shall not be accepted for 
inclusion unless their composition is 
made known, the statement of com- 
position including tne approximate 
amounts of substances incorporated 
and, when deemed necessary by the 
committee, more detailed statements 
as to protein, carbohydrate, fat, min- 
eral salts or vitamins content. Where 
claims are made of special virtues 
for any ingredient, the quantity of 
that ingredient must be made known 
if the committee so requires. Such 
statements may, at the discretion of 
the committee, be made a part of 
the published report. 

“The rules of the Council regard- 
ing advertising of proprietary reme- 
dies shall not apply to foods con- 
sidered by the committee... _ 

“No product will be accepted or 
retained concerning which the manu- 
facturer or his agents make false or 
misleading statements as to source, 
raw material from which made, or 
method of collection or preparation. 

“No product will be accepted or re- 
tained concerning which the manu- 
facturer or his agents make unwar- 
ranted, exaggerated or misleading 
statements as to its value for health 
or nutrition or any statement which 
misrepresents the product. 

Stipulation as to Names 

“Proprietary names should, if pos- 
sible, be framed to indicate the na- 
ture of composition of the ‘product or 
its important ingredients; but a 
name will be recognized provided it 
is not misleading, does not suggest 
diseases or medicinal uses, and is not 
otherwise in conflict with public in- 
terest. These restrictions may be 
waived in the case of names which 
were established through usage be- 
fore the publication of these rules. 

“If the article is patented—either 
process or product, or both—the 
number of such patent or patents 
must be furnished to the committee. 
Furthermore, if the name of a prod- 
uct is registered, or the label copy- 
righted, the registration (trade- 
mark) number and a copy of the 
protected label should be furnished 
to the committee. 

“The committee will not accept or 
retain, if already accepted, the prod- 
ucts of a firm if, in the opinions of 
the committee, the policies of such 
firm are clearly detrimental to the 
welfare of the public. 

“Following the acceptance of a 
product by the Committee on Foods 
and so long as the product is con- 
tinued in good standing, the manu- 
facturer of any product is authorized 
to affix to that product as a portion 
of thé label and to use in advertis- 
ing the insignia adopted by the Com- 
mittee on Foods, as suitable for 
identifying an accepted product.” 


Joins Doremus Staff 


Doremus & Co., advertising agents 
of New York, have appointed James 
C. Davis as an account executive in 
the Boston office. Until recently. 
Mr. Davis was with Batten, Barton, 


Durstine & Osborn, Inc. 
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PLANNING PROGRAM 


Ben C. Pittsford 


Ben C. Pittsford, head of the Chi- 
cago advertising typographers of that 
name, has been appointed chairman 
of the program committee for the Mil- 
waukee convention of the Direct Mail 
Advertising Association. This meet- 
ing will be held October 8-10 in the 
new municipal auditorium at Milwau- 
kee. : 

Mr. Pittsford is scanning the hori- 
zon for speakers able to dig up a few 
unknown facts for members of the as- 
sociation and will present a brilliant 
program, if conscientious work counts 
for anything. 


Half-Million to Be Spent 


in Tooth-Paste Campaign 
The Gilmont Products Corpora- 
tion, New York, manufacturer of 
New-Mix tooth paste, has increased 
its advertising appropriation for 
1930 to nearly $500,000, or about 
$100,000 more than was invested last 
year. The campaign is national in 
character, including this year the 
American Weekly, Liberty, Good 
Housekeeping, True Stories and two 
other magazines not as yet selected. 
Full page and half page space is 
being used, featuring the whitening 
qualities of the tooth paste. Since 
this company took over the manufac- 
ture of New-Mix about eighteen 
months ago its advertising has re- 
sulted in a phenomenal increase in 
sales, with present distribution 
through 70 to 80 per cent of retail 
outlets and through 187 jobbers. 


New Agency Gets Coe 


The M. J. Donahue & J. G. Mayer 
Advertising Agency, Inc., a new 
agency in New York, announces the 
appointment of Sayers Coe to its 
staff. For the past five years Mr. Coe 
has been an account executive with 
Doremus & Co., New York, and be- 
fore that was associated with Tobey 
& Kirk, members of the New York 
Stock Exchange. He was at one 
time business manager of Town & 
Country. 


Advertising, Good 
Dealers, Put Lee 
“On Boulevards” 


Philadelphia, Jan. 17.—Efficient ad- 
vertising, efficient management, few 
credit losses and judgment wise 
enough to stay out of the rubber pool 
tell why the Lee Tire & Rubber Co., 
of Conshohocken, Pa., and Youngs- 
town, O., ended the year of 1929 with 
a much larger net profit than in 1928, 
although the volume of gross busi- 
ness was smaller in some items. 

The falling off in sales, however, af- 
fected only one major department, 
that of solid truck tires, which are 
now included among the vanishing 
products. Pneumatic tires are taking 
their place so fast that in a few 
years a solid tire will be as hard to 
find as a bustle in the opinion of 
many. 

The loss in this department was 
more than made up, according to 
statements from Philadelphia adver- 
tising agency of Williams & Cunnyng- 
ham. Increased sales of pneumatic 
tires for trucks and heavy cars 
helped the company to show greatly 
increased net profits for the year. 

The Lee company is not wholly de- 
pendent on its tire output as it han- 
dles a general rubber manufacturing 
business. It is one of the largest 
manufacturers of rubber hose, both 
for garden and other uses; it makes 
a large line of pharmaceutical rub- 
ber goods, other rubber products 
such as gaskets, and many mechan- 
ical devices, not to speak of toys. 

Increased sales of these items are 
partly responsibile for the greater 
profits shown by its financial state- 
ment. : 

Careful selection of dealers for net 
results, rather than a huge volume of 
sales, is given as another reason for 
the company’s success. 

The Lee tire, it is explained, has 
come, “out of the alley and onto the 
boulevard,” meaning that it is seen 
on the highest class of pleasure cars 
as well as on medium ones. Lee dis- 
criminates carefully in its dealers, 
preferring a few really good ones of 
financial standing to thousands who 
may sell 100 tires a year. 

Lee is maintaining its general ad- 
vertising this year at about $400,000. 
As usual, it will do considerable local 
as well as national advertising, and 
some foreign. 


With Hardware Age 

George H. Griffiths, manager of 
Hardware Age, New York, has an- 
nounced the appointment of H. A. 
McGuire as a representative in the 
Chicago territory, succeeding R. R. 
Cronkhite, resigned. Mr. McGuire 
was formerly with Hardware Deal- 
ers’ Magazine, Hardware and Metal 
and Hardware World. Hardware 
Age is one of the U. B. P. group of 


business papers. 
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Why We Are Here 


Advertising Age, The National Newspaper of Advertising, 
has been developed to meet a definite need. 


Presenting the news of advertising—a business of widespread 
interests and ramifications, involving expenditures of two billion 


dollars a year—has never been the primary, exclusive function of 


any advertising publication. 


That is the task to which Advertising Age will devote itself. 
Each week in these columns will be found the record of events in 
the world of advertising: the news of advertisers, of agencies, of 
publications and other mediums, and the news of general devel- 
opments which affect marketing and hence advertising. 


With an organization which has had fourteen years of suc- 
cessful publishing experience, with a staff familiar with the activ- 
ities and personnel of the advertising and publishing fields, with 
a group of news-gatherérs covering not only the chief centers of 
advertising, but the whole country, Advertising Age, The Na- 
tional Newspaper of Advertising, is ready to function. 


We hope to merit the appreciation and good-will of our 


readers and advertisers. 
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Newspapers and 
Magazines Carry 
Investment Copy 


Nashville, Jan. 16.—Caldwell & Co., 
investment bankers, will spend an- 
other $100,000 
this year for 
advertising, as 
they did in 
1929, but more 
will go into 
newspapers 
and magazines, 
and less into 
radio. This is 
the announce- 
ment of Robert 

_ G. Fields, ad- 
vertising, manager, who explained: 

“Caldwell & Co. experimented with 
radio advertising. We recognized its 
value for certain products and cer- 
tain functions, but came to the con- 
clusion that the sum which we might 
appropriate for radio advertising 
could be more profitably spent, so 
far as our company is concerned, in 
other fields. The money saved by dis- 
continuing radio will be added to the 
newspaper and magazine appropria- 
tions. 

“There will be no startling new ap- 
peals either in mediums or copy. A 
more determined effort, however, will 
be made to fit our current advertising 
to current market conditions. 

“We will use approximately thirty 
newspapers for the bulk of our 1930 
newspaper advertising. Our magazine 
advertising will be continued in the 
somewhat limited list of publications 
used in recent months. We will con- 
tinue to use poster advertising in 
certain of our branch office cities.” 

Caldwell & Co., with a national dis- 
tribution of securities, have a double 
advertising problem, seeking to estab- 
lish an effective national advertising 
campaign and at the same time to 
concentrate their efforts in the par- 
ticular localities where they have 
branch offices. Added to these com- 
plications is the evident fact that the 
investment banking business is un- 
dergoing some rapid changes at this 
time, with which the advertising of 
investment houses must keep step. 


R. G. Fields 


Agencies Federate 


The William H. Rankin Company, 
New York and Chicago has federated 
with Emil Brisacher & Staff, of San 
Francisco and Portland, the purpose 
being to merge the resources of 
both agencies for a more unified 
service to clients. 

George D. Smith and William S. 
Nordburg, of Rankin, have been 
elected vice-presidents of Emil Bri- 
sacher & Staff, while M. D. Jacobs 
and R. J. Davis, of Brisacher, have 
been elected vice-presidents of the 
Rankin Company. 


THE LETTER SHOP, Inc. 


handles all work connected with 
Direct-by-Mail Advertising 


Telephone Wab. 8655-8656 
440 S. Dearborn St. Chicago 


Over 5,000 industrial execu- 
tives who each annually direct the 
handling of an average of 506,- 
000 tons of merchandise and 
materials, and over 2,200 trans- 
portation executives read the 


CATTUC 
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H. W. KELLOGG, Adv. Mgr. 
418 S. Market Street 
Chicago, III. 


New York Office 51 E. 42nd Street 
News Bureau Washington, D. C 


Traffic In All Its Phases 


Material Handling, Packing, Ware- 
housing, Air, Motor, Rail and Water 
Transport. 
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January 18, 19308 


AN ANSWER — 


to some of the problems in 
Food Distribution 


Some most illuminating information and | 
comment on the problems of food 
distribution were presented at a 
luncheon at the Union League Club in 
New York, December 18, under the 
auspices of The New Era in Food 
Distribution. 


The speakers were O. H. Cheney, vice- 
president, Irving Trust Company, New 
York; Dr. Louise Stanley, Chief, Bureau 
of Home Economics, Department of 
Agriculture, Washington; and Frederick 
M. Feiker, Managing Director, Associ- 
ated Business Papers, Inc. 


The value of their contributions was so 
great that these addresses have been 
printed in the form of a brochure, which 
will be sent on request to any food 
advertiser or advertising agent. Please 
write on your business stationery. 


The New Era in FOOD 
DISTRIBUTION. 


55 W. 42nd St., New Yok FOOD TRADES -PUBLISHING CO., INC. 37 W. Van Buren St., Chicago 
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